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Washington, D. C. 
Gets 1951 Convention- Exposition 


The nation’s capital will be the site of the 1951 
Convention and National Beverage Exposition of the 
American Bottlers of Carbonated Beverages. Thomas 
F. Mansfield, chairman of the association’s Conven 
tion-Exposition Committee, announced that the 1951 
Big Show and Meet has been set for Washington, 
D. C. during the week beginning November 12. This 
year's Convention-Exposition is being held at San 
Francisco, Oct. 30-Nov. 2 


ABCB Predicts Sugar Price Boost 


The possibility of another sugar shortage with re 
sultant higher prices was held to be “likely” last 
month by A.B.C.B. The national association charged 
that failure of the Agriculture Department to in 
crease the 1950 sugar quota in anticipation of needs 
substantially greater than the 7,500,000 tons now 


provided will result in a ‘‘squeeze on supply with pos 


sible higher prices.’ 

At the hearings which preceded the setting of the 
1950 quota, ABCB and other industrial sugar-using 
groups urged that it be set at approximately 8,100,- 
OOO tons 

Elsewhere on the sugar front, the Production and 
Marketing Administration of the U. S. Department 
of Agriculture released sugar consumption figures 
which indicated that the bottled soft drink industry 
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was the largest industrial user of sugar last yeat 
Bottlers, the figures revealed, used approximately 
10% of the nation’s total supply in 1949, and thereby 
attained first place in domestic sugar consumption for 
the first time. 


New Benefits Granted 
to N.Y.C. Inside Workers 


Extra vacation benefits, hospitalization insurance 
for their dependents, and “double-time’’ pay for holi- 
day work, were awarded to inside workers of ap- 
proximately 40 New York City bottling plants under 
a new contract recently concluded by the Metropoli- 
tan Soft Drins Board of Trade (N. Y. C. bottlers’ 
association) and the local union. 

The union had also asked for a guaranteed annual 
wage, a 35-hour work week (instead of 40), a 10% 
increase in base pay, increased sick benefits, and relief 
periods. These demands were not granted. 

The new contract, which became effective May 19, 
1950, is for two years, but wage negotiations may be 
reopened at the end of one year. The inside workers 
connected with the 40 plants represented by the 
Metropolitan Soft Drink Board of Trade now re 
ceive a minimum wage of $55 weekly. Semi-skilled 
and skilled workers receive a higher amount 


Hoffman, Big Eastern Quart Factor, 
Raises Again—to $1.90! 


Hoffman Beverage Co., Newark, N. J., one of the 
largest independent quart producers in the nation, 
early this month effected one of the most sizable 
price boosts in the history of the soft drink industry 

The company, in an unprecedented action, boosted 
the wholesale price on its fruit flavors (orange, 
cherry, raspberry and Tom Collins) to $1.90 per case 
Date of the increase was July 3 

The new case price, which will bring the retail 
level on the fruit flavors up to 23c per bottle, is effec 
tive in all territories where Hoffman products are 


sold—metropolitan New York, New Jersey, Conne: 














ticut, Eastern Pennsylvania, and portions of upper 
New York State 

Significantly, the new price on fruit flavors means 
that the company is now maintaining three different 
price schedules—$1.90 on the fruit drinks named 
above; $1.45 on ginger ale and sparkling water; and 
$1.60 on other flavors, such as cream soda and sarsa 
parilla. 

Hoffman's major competitors in its area of distribu- 
tion are known to be watching the price boost with 
great interest. 


Coke and Pepsi Top Newspaper 
Advertisers in ‘49 


Seven parent companies invested more than $100, 
000 each in newspaper advertising in 1949, and two 
of them spent more than $1 million in this medium 


last year, according to figures on newspaper adver- 


tising expenditures just released by the Bureau of 
Advertising, New York City 
The Coca-Cola Co. invested $1,782,044 in news 
paper advertising in 1949, while the Pepsi-Cola Co 
expended $1,095,708 in newspapers last year 
A listing of the major parent company new spaper 
advertisers in 1949 follows: 
Company Expenditures 
Coca-Cola Co $1,782,044 
1.095.708 
Seven-Up Co 633,706 
Canada Dry Ginger Ale, Inc 531,829 
Tru-Ade, Inc 113,283 


Pepsi-Cola Co 


( licquot Club Co 105,350 
Orange-Crush Co 104,693 
Hoffman Beverage Co 88,945 
Dr. Pepper Co 83,634 
Nehi Corp 71,724 
White Rock Co 75,148 
Squirt Co 10,886 
Grapette Co 10,626 


Upward Price Trend Forecast 
In New Jersey 


“There is a definite trend to higher prices in the 
State of New Jersey,” Thomas F. Mansfield, board 
chairman of the New Jersey Bottlers of Carbonated 
Beverages and past president of A.B.C.B, told N.B.G 
last month 

“The bottlers in New Jersey,” he said, “are in a 
receptive mood to raise prices. They have to tn order 
to survive.” 

Mr. Mansfield’s price forecast followed the an 


nouncement of higher price schedules by several bot 
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tlers in the State, most notable of which were a new 
price boost by Hoffman Beverage Co., Newark (see 
other item in this section), and an increase to ninety 
cents per case wholesale by the Queen City Bottling 
Co., a Seven-Up operation in Plainfield. Among the 
other N.J. bottlers who have recently raised whole- 
sale prices are Star Beverage Co., Newark; Rotella 
Beverage Co., Newark, and Mansfield Beverages, 
Newark. The latter firm is owned and operated by 
Mr. Mansfield. 

To help execute its price increase, the 7-Up oper 
ation in Plainfield sent the following notice to deal 
ers: “Effective Monday, June 26, 1950, the price of 
Seven-Up will be increased to ninety cents ($.90) 
per case.... This increase has become necessary on 
account of the increased costs of labor and materials.” 
A spokesman for the company said that the over- 
whelming majority of its customers “took the in 


crease for granted.” 


Coke Facing $6 Million Damage Suit 


The Coca-Cola Company faces a $6,000,000 dam 
age suit filed by a South Carolinian and his son who 
charge the firm with infringing on their bottle design 
patents. George N. Mas and his son, Frank, contend 
that Coca-Cola fraudulently converted their bottle 
design to its own use. They also accuse the company 
of concealing and suppressing “vital evidence’ from 
the Patent Office and the United States courts 


Government Anti-Trust Suits Hit 
By Federal Judge 


Federal district court Judge Alexander Holtzoff 
recently criticized the Department of Justice for in- 
dicting too many businesses on anti-trust violations 
Judge Holtzoftt, commenting on a Justice Department 
suit against Washington, D. C. dairies for illegal 
price fixing conspiracy, said that ‘the department ts 
bringing so many of these indictments that it is get 
ting to the point where business men no longer attach 
any stigma fo indictments or convictions under the 
Sherman Act.” 

The judge sustained the government's case against 
two of the seven dairies, but fined them each only 
$100. (A $5,000 fine is the maximum monetary pen 
alty.) Then he asked 


inal indictment against these men where there has 


‘Isn't it unfair to get a crim 
been no malevolent or immoral act?’ 


{ Editor's Note: In a report on the Government's 
position with regard to collective price action ("I 
Went to Washington,” April, 1950 N.B.G.), it was 
reported: ‘Although it is the duty of Government 
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agencies to insure anti-trust law enforcement, each 
case of price adjustment has its own particular as- 
pects—political, moral and economic—which must 
be considered. Circumstances alter cases. . . . . My 


Extent of Cost Increases 
Shown In New Study 


The phenomenally-high increases in beverage pro- 
duction and distribution costs during the 1939-49 
decade are shown in the just-released A.B.C.B. Survey 
of Bev erage Costs for 1949. 

According to the study, the total cost per case in- 
volved in the manufacture of a 6-9 oz. drink in 1939 
was ‘slightly over 62 cents (average). In 1949, the 
cost of putting out the same size package jumped 
to 76 cents. 

The average cost of producing a 24-o0z.-and-over 
beverage eleven years ago was about 69 cents per 
case. Last year, it cost 99 cents. 


Industry Moves to Combat 
Anti-Soft Drink Publicity 


The soft drink industry, spearheaded by its na- 
tional association, the A.B.C.B., inaugurated a new 
drive last month to disprove and discredit malicious 
propaganda on the so-called harmful effects of soft 
drinks. 

ABCB reported that it had expanded its efforts to 
get accurate and proper information concerning soft 
drinks before members of the medical, dental, die- 


tetic and teaching professions. Starting June 30, it 


broke a new public relations campaign on the whole 
some values of carbonated beverages in nine med- 
ical, dental and teaching publications. ABCB also 
announced that it was continuing its research pro- 
gram on subjects relating to the physiological values 
of this industry's products 

Meanwhile, anti-beverage publicity continues 
strong. The latest attack emanates from ‘Consumer 
Reports,” a magazine which makes a business of giv- 
ing the “inside’’ on commercially-sold products. Its 
June issue features an article, “Cola Drinks and Your 
Teeth,” which attempts to prove that soft drinks, 
particularly colas, are extremely harmful to the teeth 
because (1) they “contain as much as 10% sugar’ 
and “so much sugar promotes tooth decay,’ and (2) 
they ‘‘are highly acid, and the acids may erode the 
protective enamel covering the surface.of the teeth.” 

More-informed sources, however, debunked these 
arguments last month. Dr. Pauline B. Mack of Penn- 
sylvania State College, reporting on an eighteen 
month nutrition study, declared that sugar-containing 
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SOFT DRINK BRAND PREFERENCES: 


“Buying Patterns”—a special 16-page section 
on soft drink brand preferences and consumer 
purchasing habits in more than a dozen key 
markets — appears in this issue beginning on 
page 51. Don’t miss it! 











products help a child’s growth and improve resist- 
ance to body fatigue. And two Harvard scientists, Dr. 
R. F. Sognnaes and Dr. George B. Wislocki, reported 
that sugar actually is essential to the formation of a 
tooth-protecting “jelly.” This jelly-like substance pre- 
vents the penetration of bacteria, which cause decay. 


New York Warns Bottlers: Halt Labeling 
“Deception” Or Face Penalties 


The New York Department of Agriculture and 
Markets, Bureau of Food Control, warned the 
State’s bottlers last month that it would “‘strictly” 
enforce the labeling laws. 

In a form letter to bottlers, the Department bluntly 
asserted that “there shall be no deception in the label- 
ing of beverages and that the provisions of law ap- 
plicable thereto will be strictly and uniformly en- 
forced.” 

It instructed that artificial flavors must be promi- 
nently labeled as imitations; that, if artificial color is 
used, it must be so noted; and that terms such as 
“Concord Vine,” “Burgundy,” and “Nectar” are de- 
ceptive and misleading, and are not to be used to de- 
scribe products containing artificial flavor. 

Violations, it was noted, “will result in demand 
for payment of penalties for such violations or any 
other appropriate action deemed necessary by the 
Commissioner.” 


Nedick’s Starts All-Out Drive On 
Canned Drinks 


Nedick’s, Inc., has embarked on a new program 
designed to make Nedick’s the number one factor 
in the canned soft drink field. 

Because it feels that its bottled product offers 
only limited profit potentials at the current 
Sc retail price (which it fears to raise because of 
possible consumer resistance), the company has de- 
cided to concentrate its efforts on promoting both its 
canned (6 oz.) unfrozen orange drink concentrate 
and its fully-processed canned (6 oz. and 46 oz.) 
orange drink. 


It will shortly inundate Cleveland, O. and Bangor, 
Me. with its canned orange concentrate which it in 
troduced last March in 71 eastern cities. Currently, 
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it is market-testing the sales potential of its regular 
orange drink in cans. If the drive on both products 
proves fruitful, the company will gradually develop 
national distribution for them on a market-by-market 
basis. Sales of the bottled drink will be limited to 
greater New York market 

Nedick’s canned concentrate sells for 19c in super 
markets; 21c in neighborhood retail stores. It gives 
six full glasses. 


Long Fight Seen Ahead for 
Fractional Coinage 


Edward W. Mehren, president of the Squirt Co., 
and board chairman of the American Institute for 
Intermediate Coinage, declared last month that the 
fractional coinage movement has developed into a 
long-range program because it will take at least one 
to two years before Congressional authorization for 
minting the 214¢ and 7!/c coins can become law. 
Mr. Mehren consequently advised bottlers who had 
been counting on intermediate coinage to solve the 
cost price squeeze to eliminate the coins from con- 
sideration at this time and take what other action 
may be indicated 


Hearings on the intermediate coinage proposal 


before the U. S. Senate Sub-Committee on Currency 


and Coinage were recessed on Mar. 23. A date for 


continuation of the hearings has not yet been set 


‘51 Beverage Course Set for Chicago 


The 1951 Training Course in beverage production 
and plant operation will be held in Chicago next 
February or March, A.B.C.B., its sponsor, has an 
nounced. The exact dates of the one-week course, 
designed to serve as an introduction to the industry's 
technical problems, or as a refresher, will be an 
nounced at a later date by the national association's 


Educational Services Committee 


$1.28 Price On Splits “Going Well,” 
Says Canada Dry 


The $1.28 test price on splits which Canada Dry 
Ginger Ale, Inc. put into effect on an experimental 
basis in Poughkeepsie, N. Y., in late May, is proving 

extremely satisfactory,’ according to R. W. Moore, 
president 

Mr. Moore told N.B.G. that 
up very well under the new wholesale price,” but 


there has naturally been some dealer 


sales are holding 


admitted that 
resistance.’” However, he pointed out, those dealers 


who have refused to handle the product at the higher 
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price “are gradually being brought back into the 
fold.”’ 

The Canada Dry president also declared that 
“certain of our competitors apparently are viewing 
our price test as a means of strengthening their posi- 
tions in the Poughkeepsie market.” It is known that 
one quart producer is now shipping ginger ale splits 
into the area for the first time, retailing them at 6 
for 25¢ 


carton price of 6 for 43c. 


This compares with Canada Dry’s new 


“Dirt Cheap” Beverage Prices Still Found 


Despite growing evidence that the maintenance 
of even pre-war price levels is impracticable for many 
bottlers, a few bottlers throughout the country con 
tinue to merchandise their products at “impossibly 
low” prices. So report NBG field correspondents 


> 


One discovered a bottler selling 7-oz. splits for 
50c per case! Another found a plant offering its 12-0z. 
package at 45c per case! A third reports a group of 
quart bottlers virtually donating their products at 
90c per case, one case free with every three pur- 
chased! Still another came upon no-deposit quarts 
retailing at 3 for 29c! 


How do they do it? 


News Briefs 


North Carolina bottlers have been advised by the 
State Department of Revenue that sales to consum- 
ers direct are also subject to the state’s 3% sales tax 


. Will bottle costs soon rise again? Diamond Al 


kali Co, has just announced an increase in the price 


of soda ash—a principal ingredient used in glass 


manufacture Such has been the fast-increasing 
demand for canned frozen juice concentrates, Con- 
tinental Can Co. reports that juice concentrate cans, 
along with beer and Aerosol cans, now account for 
30% of its multimillion dollar business. Continental 
makes the cans for Snow Crop and Minute Maid, 
among others Morton Downey will move to 
CBS next fall under the sponsorship of the Coca 
Cola Co. Downey's new program will mark the be 
ginning of his eighth year as a radio headliner for 
Coca-Cola 

lowa Bottlers of Carbonated Beverages will hold 
their 1950 convention, Sept. 10-12, at the Okoboji 
Club on Lake Okoboji 


has fourteen “Root Beer Huts’ under construction 


Dad's Root Beer Co. now 


in Chicago, in addition to the one already in opera 


tion April shipments of crowns totaled 24.3 


(°' Zalk of the Trade’’ continues on Page 47) 
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A COMPLETE LINE 


with kxeeptional 





Profit Opportunity 


A Nationally-famous name with assured 


public acceptance. 


Ten Superior quality flavors . . . ona 
protected territory basis, at prices lower 
than most non-protected flavor lines. 
Bottle financing assistance by Parent 
Company. 


- AND NOW - 


“Dr. Swett’s Beverages” all-purpose 10 
ounce bottle is available for your “lead” 
beverage and your entire flavor line. 

Most flavors available in DEHYDRA 
units, with all the unnecessary water left 


out. You avoid delays, breakage, and you * EARLY AMERICAN t 


save in first cost. BEVERAGES 
- AND OF COURSE - 


The famous Profit-sharing Plan that returns 








to you a share of Parent Company profits. 


) oz. All-Purpose Bottle 


Dr Swelfs Root Beer Co. .123" Mest 634 


hicago 36, Illinois 
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@ Carbonation can’t 
escape... 


@ Beverages stay as fresh 
as when they leave 
the bottling line... 


® Quality is held 
uniform... 


We believe the principal purpose of a 
bottle crown is to protect the beverage... 
to seal in flavor and freshness. That's why 
we make sure that Mundet Crowns bring 
you the best in crown sealing. 

You profit in other ways, however, when 
you seal with Mundet... Brilliant litho- 


graphed decorations give eye appeal to 
your trademark design . . . Conveniently 
located Mundet branches and warehouses 
provide close-at-hand service and sup- 
ply ... Call us now for tops in sealing. 
Mundet Cork Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 





MUNDET CROWNS 


MUNDET DISTRICT OFFICES 
*ATLANTA DALLAS 1 KANSAS CITY 7, MO. 
339.4! Elizabeth Street, N.E 60! Second Avenue 1428 St. Lovis Avenue 
*BOSTON DETROIT 21 *LOS ANGELES (Maywood) 
57 Regent St. (No. Cambridge 40) 1440! P e Street 6116 Walker Avenue 
*“CHICAGO 16 *HOUSTON 1 
260! Cottage Grove Avenve Commerce and Palmer Streets 


CINCINNATI 2 JACKSONVILLE 6, FLA. 


427 West 4th Street 800 E. Bay St 








ST. LOUIS 9 

3176 Brannon Avenue 
“SAN FRANCISCO 7 

440 Brannan Street 
“NEW ORLEANS 16 
315-325 N. Front Street 
PHILADELPHIA 39 

856 N. 48th Street 


“CROWNS CARRIED IN STOCK 


*in Canada: 
-Mundet Cork & Insulation Ltd 
35 Booth Avenue, Toronto 
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EK, er-popular Cream Soda is never 


more delicious and thoroughly 
satisfying than when Rep SEAL 


flavors are used. 


IMMEDIATE 
SHIPMENT! 


All orders received before 
noon leave our plant the 
same day. 


WARNER-JENKINSON MANUFACTURING CO. 


Manvfacturers of Certified Food Colors, Extracts, Flavors, Vanillas 


ESTABLISHED 1905 2526 BALDWIN ST., ST. LOUIS 6, 
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IT’S 
MUTUAL 


WE HAVE a real affection for our bottlers. From 
the oldest (a quarter of our bottlers have been 
with us for 15 vears) to the voungest (another 
quarter have joined us in the past vear) we think 
they're swell. And we 


Why? Well, for one 
is genuinely good. After 
with real roots, bark 
flavors. It’s 


our bottlers take pride n 


an honest produ 


they put out does honor 


They know that we support them with unique 
national advertising, unusual promotional aids 
(have you seen our Square Dance tie-in?) and all 
the expert help they need. We know that they start 
from there and actively advertise and promote 
Hires in their area. 

That teamwork has made Hires the largest 
selling root beer in America today. That teamwork 
can make new profits for you. In just the past few 
months 51 more bottlers have lined up behind the 
Hires label. Why not join the team? 


THE CHARLES E. HIRES CO. 


206 SOUTH 24TH STREET ° PHILADELPHIA 3, PENNA. 
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MANY 
FIRSTS 
SCORED BY 
SPECIALTY 
ENGINEERS 


NEW ZEPHYR CATALOG OFFERED FREE! 
Shows Many Cost Cutting Features in Design 


And Construction 


Specialty Zephyr Bodie 


Of Bottlers' Delivery Bodies 


s are known for their many outstanding engineering advance- 


ments which reduce delivery expense and stimulate profits. 


WRITE FOR FREE e FIRST 
CATALOG 


e FIRST 
New Zephyr Catalog is now off 
the press. 24 pages in color. Show 
atest designs, advanced fea y FIRST 
ne 
e FIRST 


e FIRST 


To introduce slider rail construction which speeds up loading 
and unloading. 


To introduce reduction of 500 to 1,000 Ibs. in body weight 
without impairing strength or durability. 


To make durable, hazard-free hinged and sliding doors. 
To make a 5-wide beverage truck body (1939). 
TO DESIGN AND INTRODUCE PALLET BODY with remov- 


able stee! rack pallets for automatic loading and unloading 
of racks. 


For a single unit, or a fleet, write us on your immediate el a Se eR eo ce 


requirements. 


SPECIALTY ENGINEERING COMPANY 


ALLEGHENY AND TRENTON AVENUES 
PHILADELPHIA 34, PENNSYLVANIA 


July, 1950 


FREE CATALOG 
Please send us your new catalog on 
Zephyr Bodies. 

Name 

Address 

City State 

CSRS 9) 2 a A RS A RA ee Ur ee 


—— 





And the reason he's cool, pleased, relre shed. is bree atise his drink 
was made from Twitchell’s new and different Lime. Hle- and 
thousands like him—are ready to keep vour summer sales soaring 


if you adopt this fine Twitchell flavor. 


We improved our 2 Oz. Cloudy Lime to keep pace with this season's 
stepped-up demand for lime beverage (its popularity rating is way up). 
Only finest grade West Indian lime is used. The flavor comes « omplete 


with color your choice ol Regular ( ool (,reen or Yellow (,reen,. 


Make this inviting thirst-queneher a part of your marketing plans. 


Start right away by getting what you need for quantity bottling. Or. 


if vou prefer, we'll eladly send a generous free sample. But get it) it’s 
wonderful to taste. easy to bottle, and has the pleasing habit of 


paying bie returns. 


COMPANY 


CRESTMONT AND HADDON AVES.eCAMDEN 4, N. J 
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@ DOING ALL RIGHT! 


ee conditions generally are 


eood. If we back off for ai wide 
horizon view. we find most of the 
bullist 


business indicators showing 


trends. Prices in many fields are 
reflecting not shortages 


Home «building 


s at an all-time peak made possible 


rising again, 
but increased costs 


ny higher individual mcomes ind 


enerating boom times in such fields 


is homie furnishings automobiles 


(,overnment spe nding 


ind television 
remains on a high plateau and busi 
ness spending for the replenishment 
of inventories is picking up. Tax re 
lief is promised for small corpora 
tions. and excise taxes will be re 
duced In 


short. informed business 


opinion holds that inflationary trends 


July, 1950 


ditorial 


are holding up; that 1950 will be an 
even better business year than an 
ticipated and predicted. 

Where does all this leave the soft 
drink trade? Frankly, far behind the 
procession, The bottling business is 
in a weak position, created by inde 
cision, inertia and a lack of courage 
to break with the patterns of the 
past. Sales in LOLO were just a wink 
thead of L948. Thus far in 1950. 
the indications are that they are 
slightly behind 1949, You can't blame 
it all on the weather, either. With 
more people to serve, people who 
have more money to spend and more 
leisure time in which to spend it, 
soft drinks are lagging behind other 
refreshment items in getting their 
share of the consumer's dollar. The 
main reason seems to be a laek of 
aggressive advertising and 


tion. Why? 


Vo profits jrom 


promo 


pre sent selling 


prices! 

Not that bottlers are unaware of 
the necessity of advertising. It is 
simply that present selling prices do 
not allow sufficient profits for bottlers 
to do a consistent and thorough pro 
motion job. 

Many 


areas of cost reduction. 


through modernization and replace 


ment of equipment and methods, are 
largely unexplored, because bottlers 
are unable to expand operations o1 
to plan ahead. Why 7 

Vo profits jrom present selling 
prices! 

Distribution eXpansion has slowed 
down. except perhaps for vending 
hecause bottlers 


are forced to retrench. Why 


machine operations 


Vo profits from present selling 
prices! 

Bottlers are denied the benefits o 
recent technical developments and 
niprovements in equipment and sup 
plies as the suppliers. wary of slow 
collections, steer clear of the indus 
try. Why? 

Vo profits from present selling 
prices! 

The logical and most effective rem 
edy is a price tnerease, Only prices 
which produce reasonable profits can 
vank us out of the “stand still. ac 
complish little, gain nothing post 
tion in which we now find ourselves 
as an industry. 


Phen look 


to one of the 600°) bottlers in’ the 


\fraid of a price raise? 


country (there’s probably one im yout 
territory) who had the courage an 
foresight to price for profits 


He's doing all right! 





Prices Up in Northeast Illinois 





Nine bottlers in Fox River Valley territory decide they “can't buck a 1950 
economy with 1900 prices.” Plants in adjoining areas may follow suit. 


from 80 According to a spot survey cot ment in which they will publicly 

oft drin lucted in the territory late last thank the consumers for their un 

ttlers ir } “OX month by N.B.G., the public has ac derstanding of the situation and for 
cepted the increases without ques their continued patronage 


ion; only in a few instances did The nine bottlers who boosted 


+ ' t 


he retailers raise objections. Some prices are among the members of 
if the bottlers report that they lost the Valley Bottlers Association, an 
au few customers the first week the active and progressive local bottlers’ 
price aise was in effect, but that group. They are 
most of them resumed handling Allen Bottling Company, Joliet; 
their products the second week Allen Bottling Company, 
ville; Pepsi Cola Joliet Bottling 
Co-op Ad Announced Increase Company; Dr. Pepper-Hires Bot 
tling Company, Joliet; C. E. Gruen 
ge advertisement in the wald Tyme Bottling Co., Joliet; 
Herald-News” for Sunday Dr. Pepper Bottling Co., Aurora; 
announced the increase un Royal Crown-Nehi Bottling 
heading “An Open Letter to Elgin; Squirt Bottling Co., 
The bottlers from the and Morris Bottling Co., Morris 
responsibility for It is understood that bottlers in 
price change publicly, to take adjoining areas are planning simi 
sible consumer opposition off tl lar price action, and turther price 
lers’ shoulders. They are pli increases may be announced at any 
on running another \ is time. Bottlers around Kankakee are 


closely watching developments 





One ot 1 bottlers who partici 


price increase stated 


An Open Letter to the Public! i 5% ing verenagpnine 


“reasonable.” Of 
who objected, only a few went 

R the past several years. the carbonated beverage industry z 
ontronted with the serious problem of price increases : a discontinue handling 


mmodity that enters into the production of a quality 


; ry roing ns 
We Cannot Buck have gone along in the face of these regular increases program 1 yolng along 


A 1950 Economy »iding the line at the old established price to you. sid Charles B. Allen, ownet 


With 1900 Prices t > t is absolutely necessary, if we are to live up to our Bot t lit rCompat 
that we increase the wholesale price of our mer <= ee 
ich in turn will be reflected in the retail price il ighted with the 
ecessary increase. will enable us to continue to produce {t the very tew customers 
quality beverages to which you are entitled. . : . 1 
irst Week the new prices 
Sinc 


it ‘ 


ffect phoned the second 
PEPSI-COLA JOLIET BOTTLING CO 
ALLEN BOTTLING CO week to ask why our man_ had 
ROYAL CROWN.NEHI BOTTLING CO 
TYME BOTTLING CO 


OR PEPPER.HIRES BOTTLING CO if all othe prodt lof our raw 


missed him! E71 ne knows prices 











li ni increased treme! 
WE CAN'T BUCK A 1950 ECONOMY ‘ th dealer ;: consume} 
Five of the nine Fox River Valley (Illinois) bottlers who increased their 
prices ran this newspaper advertisement to announce their price boosts. 
The ad highlighted the bottlers’ principal reason for increasing their price 

We Cannot Buck a 1950 Economy with 1900 Prices. , costs.” The Allen Bottlit 


nrice 
pl 


pv oul 











Company produces Squirt, Orang: 
Crush and Old Colony, and raised 
prices on all three 

sottlers 


that 


lines to 96« 


have known for some 


time they must either increase 


their prices or close their doors,” 


said Dave Berliner, general man 


auger ot 


Co 


Pepsi-Cola Joliet Bottling 
“Bottles, crowns, sugar. 


and all 


more 


Casts 
freight 
other 

No 


sell 


labor, equipment 


costs are up 50 


ol 


one can 1950 


at 1939 


pay costs and 





prices,” 
1D). , ° » 
rrice increases of the I epsi-Cola 


Joliet Bottling Company were 


as 


follows: Mason’s Root Beer, 10 oz.. 


. sc to 96¢; O-So Grape (30 bottles 
$1.15. The Pey 


bottle remains at 


$1.00 to 


ounce be Lal 


Pepsi-Cola still priced 
he 


owner of the Joliet plant a year ago 


12-ounce is 


at 96c, the figure set by t forme} 


The following price changes were 
the Dr 


Company 


made by Pepper-Hires Bot 
of Joliet: Hires 12 


Hires 24 oz., $1.00 


tling 
SOc to Yb6«¢ 


[Ly 


0Z., 
to $1.20; 
Nesbitt’s 


ette 6 0Z., 


Pepper, 80c to 


lay 


10 oz... 80c¢ to 96« Grap 


$1.00 to $1.15: Lemonette 
$1.00 to $1.15 


6 O07 


No Volume Loss 


The 


ase 


bottlers 
has 


volume 


the 
not resulted in any 
of the 
the 
to address the 


report that in 


cre drop 


in One bottlers was 


invited the week Increase be 


came effective regu 


lar meeting of the Will County 
held \! 


It is reported that the g 


tail Grocers Association, 


Joliet ro 


to his discussio! 


forced the 


cers were attentive 


f the reasons that 


He 


finishing 


adjustment warmly ay 


his 


Was 


was 
plauded o1 address 

“The 
and 


of the 


price increast justified 


have 


beverages affecte d,”’ si 


we had no drop In Si 


ia 
Honiotes of 


dealer Andrew J 


Honiotes Supermarket on the 


Joliet. “Not one 


large 


ot out 


outskirts of 
customers has complained about the 
i! tne price 
drinks.” 


At the Foodland Supermarket 1 







Joliet it was reported that there has 
been no drop in sales and no cot 





its. The spot hecking 


Joliet 


sumer complall 





that w in the area did 


is done 
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not happen to dis 


plaint either by ar 


sumer, although of 


close any. com 


etailer or a con 


course there are 


some in both classes who did object 


The manager of 
of grocery 
stated that he had 
retail prices, 


as 


stores 


all 


a national chain 
and markets 
not adjusted his 


price changes 





are ordered by the Chicago office 
He advanced the interesting sugges 
tion that it would have been better 
to make the price change without 
any “bally.” In the grocery field, he 
pointed out, price changes are fre 
quent and are accepted by the con 


sumer as a matter of course 

















A “Hold-the-Liner” On Joliet Price Increase 
To get the ‘other side of the picture on the Joliet price increase 
N.B.G. asked William ]. Joyce of the Joliet Seven-Up Bottling Co 
one of the bottlers who didn’t participate in the price increase—for his 
ymments. N.B.G. asked three questions of Mr. Joyce and received 
th inswers 
Q. “What influence has the price increase by other bottlers in your 
had on your sales 
A O iles hav ncreased each year over the previous year in 
iny give! onth since we started in the Up business in the Fall ot 
ecords show that there has been no unusual sales 
time that other bottlers in this area increased thet 
we are experiencing at this time is not unusual 
definitely convinced that we are not receiving any 
as the result of the increased price structure that was 
| bottlers in Joliet, Aurora and Elgin 
QO Hay he price increa sulted in your getting any new 
ount 
. "2 listribution of 7-Up in this area ts now in excess of 90% 
nd there has not been one singk nstance that has come to our at 
tention where we have increased our number of accounts which sell 
l p as the res It of the advance made in price by other bottlers in 
thi 
a] What are your plan I rai i price chan 
\ We believe that every bott should raise his price if it 1 
( iry for him to do so in ordef o realize i profit When w 
started in. the Up business w ited with hopes of realizing a 
profit on our investment We have always believed in 7-U} ind that it 
was worth its cost to our outlets. We have never believed in “deals 
) as tr with or any other scheme that ntatled pric utting 
We do not lieve in increast volume without a profit on the tn 
1 vO ! ind ha the fore in the last two years started to ( 
{board cartons with a 3c deposit on them This has given us in 
sed volume without increasing Our cost 
Any busines regardless of its nature deserves a fair return on 
oO invested. Every bottler should be financially sound for the good 
t the bevera industry. When a bottler has effected every possible 
i\ In | oOduction and iles x pens ind has eliminated the loss 
suffered frorn cartons by collectis i deposit sufficient to cover their 
oO ind finds that h till inne mak i proht then there ts only on 
t t 1 that 1 0 advance his sal price or go out of busin 
Wh h onom onditions of the country will not allow us to 
realize protit atter we are operatiu thoiently a possibl. we 
hen | for ») a pl idva or iscontinu in the ott 
busines 








“Facts and Courage 
Make a New Price Stick” 





by L. CLYDE DWIGHT, Manager, L. House & Sons, Inc., Buffalo, N. Y. 


q BELIEVE that facts, courage and ly with fellow bottlers, I was sur- of paramount importance, I sur- 


cooperation can li “a price in prised to see how co-operative my \ it and this is what turned 
were that “life and death” competitors were » on the tally sheet: 

were losing money according yong to be The bottlers who could deter 

to the auditor’s report of 1948 mine their policies were invited 


\fter a year and a half as a new The Local Diagnosis to our plant. Did you ever wonde? 
manager for an old established how many would show up? They 
business, I became duly alarmed, Also, since the local situation was all came 


t 


ind began to take st 


tock 
Kor years previous, I had pio 
neered in) Physical Medicine and 
with research in my veins, I de 
cided that the causes for these red 
" solved, and 
had checked every e} 
» business except price 
il) Increase in 
hi 
all is not 
elise convinced 
the bottler paying 
and selling at 1900 
was a sucker for the 
made a nice profit 
effort 
no one to | ce es | 
nization forward 


thics in busi 





indermit 





DN thew 


Zatior 


with 
ad retus 
who talked 
heved tha 


OSSD LE 
} Il 


one mat 





harm 


rood 


talking 


to coust, read . 
2 Tiketsives. talkine L. Clyde Dwight ... some bottle displays . . . and the plant. 
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Grapette Adds 15 Bottlers: Seeks 
National Coverage by 1951 

No. 3 of a Series Fifteen new franchise bottlers 
This is the third of a series of first-person articles dealing have been signed during recent 


vith the experiences of bottlers who have increased their prices weeks, B. T. Fooks, president of 


From these first hand discussions of the methods used to increast The Grapette Co., Inc., Camden, 
Ark., announced last month. The 
s the pitfalls encountered the results achieved : 
ame -s new Grapette bottlers are: 
N.B.G. hopes to clarify the problems involved in establishing a 


} 


eye Dr. Pepper Bottling Co., Troy, 
higher price, and perhaps supply some of the answers to them 


Ala.; Ketchikan Soda Works 


Ketchikan, Alaska; Red-Rock Cola 
of mind to his cost-price problem. He puts nothing but fact Bottling Co., Daytona Beach, Fla 


L.. Clyde Dwight, author of this article, applied a_ scientific 


his account, mentioning in his accompanying letter that “I Barq’s Bottling Co., Panama City, 

ave not lost the public interest by cutting out the emo Fla.; Grapette Bottling Co., Louis 

anguish which a bottler goes through to accomplish a raise ville, Ky.; Pepsi-Cola Bottling Co., 

e. I was warned by lots of people not to try and raise the Reno, Nev.; Crickler’s Beverages, 

price, but the facts drove me to it.” Batavia, N. Y.; Grapette Bottling 
Co., Watervliet, N. Y.; Dr. Pepper 
Bottling Co., Grand Forks, N. D 











Next. after | It we had cov creased 37¢,. thus taking us Hires Bottling Co., Greensbur 
ered the subject of the benefits of the red Pa.; Dr Pepper Bottling Co., Lan 


organization, we invited every bot As president of our local bottlers’ caster, Pa.; W = Club merereet 

in the city to another discus organization, I believe a price rise Co., Sharon, Pa. ; was coins Bet 
sion, where I outlined my plans in the best Utne ieee bation cal tling Co., Amarillo, rexas ; ‘a 
We considered the failures of the do. There was little complaint, but pette ee 25: rene ven 
t, and the reasons for our being a very few determined dealers have aad: SNGNE evennge Ce. eee 
world’s worst suckers ; sin Rapids, Wis 


done everything from importation . 
Mr Fooks also reported that 


had decided that the 7 0z. pack of beverages to lying like horse 
t: “e plans are being completed to fran 
should be raised from 70 to thieves to break down our prices : 
: the 1 . chise the entire Dominion of Can 
cents, and the aryge bottles, 238 The ‘ . , . mM: . , 
; , oe They may tell one routeman they ada. A Canadian company is being 

o 30 oz... from $1.00 to $1.20 as ;: vy ng a “deal” . : , 
me are getting a “deal” from another, organized to handle franchising for 

/ } ‘i Vil { ] e Ss 

} without deal but of course, if he will come across The Grapette Company in the 
they would rather stick with him 


: Dominion 
Method of Raise They have been about 15 success 


According to M1 Fooks, The 


ful, but by constant watching we Grapette Company has expanded its 


thought that the fairest har | 
hope to lick them franchising activities considerably 
e and small buyers, : ie 
I vive credit to those bottlers during recent months. Efforts are 
to raise without previous 
who adhere to their price and better being made to secure complete na 
order to avoid “stocking ‘ ns 
ethical standards tional distribution by 1951 








vi oa ev ; NESBITT TV ADVERTISING PREVIEWED 
aealers, lanKINY 
their past support, and 
them that we were 
roduce quality met 
present price, due 
f everything we 
Also ran special at 
the local papers 
quality, flavor, and 


we were maintaining 


results ?—-With the ten ‘cent 
7 oz. and the 20 cent 


large bottle, we lost Nesbitt's first television commercial, an animated sound cartoon, was pre 
viewed at a recent meeting in Minneapolis of Nesbitt bottlers from Minne 
sota, Wisconsin, North and South Dakota, Kansas, and northern Iowa. 
competitive year of our com Meeting was presided over by John T. Hunsaker, vice-president of Nesbitt 
Fruit Products, Inc., who also presented several new merchandising ideas. 


of our volume in the 


The volume in dollar sales in- 
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Higher Prices Succeeding 
In Chicago 


Prominent Windy City bottlers, selling at 90-cents- 
and-up, report steady sales increases, larger profits. 


the corresponding month of the pre 
10 vol 


at gasoline stations and office build 
stands, 6 and 7 cents was the vious vear; and that his 
yoing price in a number of locations ume increase in May, 1950, is no 
two colors ks could charge one more than typical of his average re 
85,000.00 iniform price for all drinks sults 
For in the Chicago metropolitar Mr. Jacobs did not indulge in long 
market no longer thinking about whether he ought 
formity ! ardbonat re) to boost his prices, nor did he worry 
prices about what dealers might think o1 
competitors do. Having previously 

if a route salesman himself, he 
could = and is firmly convinced that the 
age retailer is justifiedly look 
it only for Number One, and 


u 


only the bottler can protect 


aimost 





Two things that go together li an 80-cent pt bottler. Jacobs knows that a 
Coke and alistic plants inetd good salesman can sell anything 


ind that when the force of public 
Dad’ demand is added, the retailer may 
96-cent price ov like a brand or a price but he 
were other over-80-cet ill buy it anyhow 
cluding Dr. Pepper's 90-cent So Squirt did everything all at 
rt’s $1.00 once. From an &80-cent price and a 
n0-cent deposit, the figures went to 
Squirt Moved to $1.00 $1.00 and $1.00 in July, 1948. Th 
price has resulted in 6 


tail prices ranging from 
cents. The case deposit Is 
2 cents for bottles and 


the shell. This is the 


which Ray was will 


eine f ' , ny with the retailer: a 


Coca-Cola Bottling Co. of Chi : 3 

cago continues to promote the { ed Ww | fit t 3 nt. bo deposit, 
nickel price . . in the face of e : ee , a great deal of unneces 
price increases by Squirt. Pepsi ‘ 

Cola, Dr. Pepper, Dad's Root Beer i when | 0 1 Is pr retail confusior 

and others. : = put the price increase 


he admitted 
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into effect.” says Jacobs, “I did not 
plan to put it all into my own 
pocket. Th 


was increased from 6 to 7 


salesmen’s commission 
cents 
. Which made all the boys will- 

for the new price. Our 
advertising budget was boosted 
from a former average of about 4 


to 10 cents a Cas¢ 


cents a Case 


“And. he 


can do a lot of things with a 10-cent 


adds significantly, “you 
advertising budget! For us, it 
meant the ability to use frequent 
full-page advertisements in the Chi 
cago newspapers, creating a public 
demand that made it easier for our 
salesmel! ! the dealers to sell 

\t ie S0-cent price we 
couldn’t afford to use any newspa- 


pel advertising. Had we continued 


at the old level, we might have been , 


ina pretty sorry condition by now! 


Literally, Jacobs is “buck” ing 


competition with the $1-$1. price 


Consumer advertising and dealer 
turned the trick. The 
of three salesmen 
who do nothing but call on non-cus 
tomers reating new accounts 
which are turned over to the regula 
driver-salesmen. As a result of this 
activity, three new routes have been 
added since December 1949 
\nd the only 


sampling that the 


“Nobody gets noth 


plant has done 


in’ for nothin’ from me!” says 

Jacobs aggressively Was a recent 

mailing ot 1,000 cards to doctors, 
6-bottle cartor A @ 

ponse was obtained, and eact 

carton Was delivered to the replying 

medical men Dy 


Squirt personnel, 


the bother of 


wate of realistic pric 

ivo has been Dad's Root 

Beer Co., whose vice president Bar- 
ney Berns has advocated the cause 
many times in the pages of NBG 
T hree years ago, Dad's Case de posit 
was increased to 75 cents on smalls 


2 cents and 27 for the shell) and 
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BARNEY BERNS 
Dad's Root Beer 





in October, 1948, a 96-cent price was 
adopted for the 12-ounce size (now 
in process of conversion to 10 
bottles are car 


ounce The large 


ton-packed only, while a 7T-ounce 
size is still being sold at 80 cents 
for cooler use. The 


SU-cent price 


accounts for only 40°; of small-size 
business today: 60 is in the 96 
cent bracket 

“There is nothing difficult about 
a price increase,” Berns declares 
“You simply have to set your pat 
tern and then stick to it. You train 
vour organization to sell at the new 
Our volume at 


price—and they do! 


the Chicago plant is constantly 
growing, and our distribution Is 
steadily Increasing We know i 
dealer can buy bottled goods for less 
than our prices—but he won't be 


getting Dad’s! 


Dr. Pepper Followed 


Dr. Pepper Bottling Co. at 2701 
North Pulaski, is a newcomer in the 
Chicago industry. ‘The firm was 
established in 1948 and began bot 
tling in May of that year—at ar 
X0-cent price. President H.C 
Eggleston is a sound businessman 
with years of experience as a dairy 
executive. He didn't expect to show 
a profit in his first year, but when 
his second year indicated no profit, 
either, on a volume of well over half 
a million cases, he decided that an 
adjustment was essential 


In December, 1949, the trade was 


informed that its prices would be 
increased in January. Neither the 
amount nor date of the increase was 
announced, and it would apply to all 
of the firm’s beverages, incgiuding 
NuGrape and SunCrest, orange, 
root beer and strawberry, the latte 
in 7-ounce as well as 10-ounce sizes 

A number of dealers are reported 
to have stocked up against the ad 
vance. The new wholesale price 
90 cents—-went into effect on Jan 
uary 16. The company decided on 
this level, so that a dealer could still 
sell for 5 cents if he so desired. Ac 
tually, Eggleston says, most of his 
cooler dealers are getting 6 cents or 
more, and 6-bottle cartons are being 


sold usually at 29 cents 


The actual loss in volume for the 
first three weeks following the in 
crease was 25°7, but part of this 
was offset by the advance dealer 
buying. Even at this level, profit 
was highly satisfactory as compared 
to the 


previous year’s profitless 


operation. During this first three 
week period, the loss in number of 


accounts 


was 10 


During April, when Chicago 


weather was bad, the volume was 
15°; below the same month of 1949 
In May, the most recent month for 
which figures are available, the drop 
was only 4 In other words, it is 
expected that within six months of 
the price increase, volume will be 
and this de 


above previous figures 


tailed experience certainly carrie 


its own lesson! 


Every “lost” account was pe. 


sonally called on by a route super 
visor or an executive of the com 
pany, and nearly every one has been 


resold as this is written 


“At ast, we are in the black 
now,” says Eggleston, “even thougt 
we may not be getting as large 

profit return as used to prevail in 
the bottling industry. We will stay 
with the 90-cent price until other 
major bottlers go up to 96 cents, and 
at such time we will undoubtedly co 


operate and go up along with them.” 


21 





$70 Million Plant Modernization 


Program Forecast 


Reduction of costs through better facilities spurs 
interest in plant modernization. 


 —— nigel raw 


operating cost 


material and 





igh costs and shrinking profit mar 
and reduced by PETER B. B. ANDREWS, gins of the 
profit the billion-dollar soft drink 


soft drink industry 
Former Economic Adviser, 
ndustry will spend more » new 


Though the bottling 


' 
{ 


industry 1s 
U. S. Government one of the most highly mechanized, 
baal and equipment in xt bottlers in 
twelve months than i \ 





particular employ 


great amount ol 


al 
labor, and such 
—s costs have beer progressively 
considerable intet 

, heavy. The soft 
survey, indicating a 

economist 


drink parent com 
post-war expenditure 


Rint cheat igs pany is a little better off, 
pial eA 


pansion alone close to $% 


with 
-elative 

263,000,000 relatively low 
vith ; 


labor costs but higt 
advertising and other 
sts sulting 
equipment, has to ” ; resultin 
< turned out to be 
equipment i 1 ’ 


‘ . . Accordingly 
a ate; the writer’s studies show wale 
ntl compared 


SOOO OOO 


in additional $150,000,000 for ingredient, 


machinery and 
drink industry 


in a pinch or 
profits 
remarkably 


: hold rather widely that one of 

figures still holding up as the : — rks “ii 
1.000 ~~ -. ; . answers to high 
a a wt Tor thi cated expansion likely in the , = : igh 
vear 1947, the 


} and profits squeezes is more moder! 
vel ar period following he 
Bureau \ 


operating costs 


} machinery and plants. This fact 

end 
j a V i asy credit and increas 

Shortages of materials in the im : 

] fir me Tir j t | 
rt i“ hnancinig stimulated 
mediate post-war period held back _— , 
in part | bull n t 
economic ad this expansion program, but 1 : ee a bull market 

, U1 “us t yht 
Production Board more recent vears it hi: : has brough 


d ss Kiananail te plant moder! 
‘ \ wouyvl ! ) I 


While there has been 


ot modernizat 
id, the writer 


check of bottling plants 


modernization plans are 
whole, far from complete 

a great many different type 
equipment need replacement 


S7TO.000 000 expenditure 


! 
tine next twe 
s onls 
enormous 


requirements 


Cctricity and 
work WI n another 85 


HO0,000 expenditure over the next 
months, making an aggre 
The highly mechanized soft drink industry is spending nearly $70 million : 
annually to keep its physical facilities in shape and abreast of the latest gate expenditure of approximately 
developments. The same rate of expansion is predicted for the next four $420.000.000—a tremendous bolstet 
years, despite the critical price pinch existing in the trade. 





the economy of the nation 
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vacuus 
seared 


a8 ” W Res 
in Pes. evens. 


PATENTED STACKING 
STABILIZER KEEPS 


CARRIERS Rigid 


Prevents 


Wobble and Sway 


Solid Bottom Prevents Bottom 
Failures. A revolutionary new 
STACKING STABILIZER is the an- 
swer to wobbly, swaying bottle car- 
riers! This patented feature holds 
Morris bottle carriers absolutely 
rigid. It enables you to make larger 
displays. Only Morris Step Up Car- 


rier has the stacking stabilizer! 


A 
@ Stacking Stabilizer prevents\\\ 


wobble 


@ Fits all cases 


@ Ends breakage complaints 

@ Amply strong for multiple 
trips 

@ Safe stacking either vertically 
or in pyramid 

@ Safe and comfortable to 
carry 

@ Features trade mark on all 
four sides 

@ Simplifies checking loads 


@ Assembles quickly at bottling 
line 


MORRIS PAPER MILLS “3:33:22 
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Firepolished 
Lips 


LicK ROUGH Hawoune “7 


4 with 
: THATCHER 





If rough handling has sent your bottle fi , ee 
costs soaring, then it’s time to take some ac- : Porcelain-like 


tion. And one of the best ways to lick this 


costly problem is by using WEDG-WALL | ‘ ““PYRO-GLAZE”’ 


Beverage Bottles. Label 
Thatcher WEDG-WALLS are tough, long- 

lived bottles that can stand up under shocks 

and strains. Their rugged, wedge-shaped wall 

distributes the glass so as to reinforce that 

part receiving the greatest abuse. This results 

in less breakage in the trade and helps hold 

your bottle costs down. 


To lick rough handling problems once 
and for all, use WEDG-WALL Bottles by St d 
Thatcher. And if you'd like to learn the facts &. urdy 


on having your own private-mold bottle, ask 


to have a Thatcher representative stop by to Wedge-shaped 
talk it over. Write, wire or phone: ‘ 
Sidewalls 


Thatcher Glass Manufacturing Co., Inc. 


Lower Center 


Solid Base and Wall of Gravity 


THatoHER 
Form One Strong Unit 


vi Factories: Elmira, N. Y. + Olean, N. Y. + Streator, I Sale thies Balt ¢ Boston + Buffala + Chicago + Cimcimnati + eveland « Detrort 
Louisville New York +Philadelphia +«Prttshur + Rocheste f outs © St. Pau 
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Pile American nickel. a debili- + 
tated coin that can no longer 
command a man-sized candy 
har or ice cream cone (or coin- 
telephone call 
1) as also on the skids in 
the soft drink field 
Nobody in the business 
syrup maker to retailer, will be 
sorry to see it go. Born in the 
1480s. when carbonated bev- 
erages were called tonics, when 
interstate traffic in stolen pop 
hottles flourished, and when a 
good man could be hired for a 
f4ollar a day, the 5-cent price in 
the past few vears has been 
dead hand the industry. 
throat. Now its grip is loose 
ing 
Al 
Canada 


bow after Jan 


uary 


from 


on 


the 
Ale, 


boosted 


the turn of 
Dry Ginger 
with seme fanfare 
prices of both large and 
small bottles. Retailers 
promptly followed suit, tagging 
the quart size at 18 cents. Nickel 
splits went up to 6 cents apiece 

So far the consuming public 
has swallowed the higher 
without protest. Canada Dry's 
volume and profits are both edg- 
ing up this year. unlike its ex- 
perience late in 1948 when it 
gingerly made its first stab in 
this direction So encouraged 
is the company, in fact, that it 
now os testing a retail price of 
two splits for 15 cents in upstate 
New York 


yea 

Inc 
the 

jts 


prices 


Trend Nationwide 


Quietly, and with at least the 
tacit’ approval of their parent 
companies, bottlers of other soft 
drinks have begun to advance 
their prices. In many parts of the 
country it now costs from six 
cents to a dime to hoist a tank- 
ard of Dad's Root Beer, Nes- 
bitt's Orange, Dr. Pepper, Grap- 
and other famous bever- 
ayes. Still standing pat in most 
a:vas are Coca-Cola and Seven- 
although here and there a 
bottler has broken 
nrough the nickel ceiling 

According the American 
ottlers of Carbonated Bever- 
chief spokesman for the 
ndustry, the concept of the 5 
price clearly changing 
dime price has begun to 
prevail on the West Coast. From 
stretches irregularly 
‘(depending on local competitive 
conditions) up through Seattle 
across the Dakotas, to its foot- 
hold ian New England. The 
nickels greatest = strongholds 
ace the South and Southwest 
where coke is king 

The 

MP BLEIBIRG 1s 


Ry see staf 
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Ip 
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res 


cent is 


The 


there it 
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dime Moreonve has 
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Bottle of Pop 
Quaffing One Will Cost More as Industry Gradually Abandons the Nickel Price 


By ROBERT M. BLEIBERG 





RECENT SALES EARNINGS OF LEADING SOFT DRINK COMPANIES | 
Ist Quarter 1950 


Net Sales 
(millon) 
Canada Dry "$25.5 
Coca Cola 
Dr Pepper 
Hires. ...6. 
Nel é ° 
Peps: Cola ne oi 7.7 
*Sia months through March 31d 


! 
2 
! 


Ist Quarter 1949 
Net Sales Earned 
(milhons) per share 
$23.3 


Earned 
per share 
$42 
130 
i 

$5d 
4 
02d 
Defrest 








— tee 
barge” begun to fight. A na 
nwide survey made last 
xonth by the trade publication 
National Bottlers Gazette 
showed that only 22’, of the 
country’s bottlers already have 
raised their prices. Another 
11’. plan to dv so as soon as 
waihle. Nearly 37°, wistf 
o when the time ds . 


Adjustment Significant 


This great upward adjustment 
in soft drink prices shouldn't be 
taken lightly Unlike some 
manufacturers who hurriedly 
advance their tariffs as soon as 
their dealers spot a surplus cus- 
tomer. the bottlers look upon 
such a move as a last resort. Be- 
fore adopting it, they pared 
production costs the hone; 
watched profit margins dwindle 
hopelessly pushed the cause of a 
7! .-cent coin in Congress ( fore- 
most champion of tnis scheme 
has been the president of the 
Squirt Co.) 

Even now, while busy relegat 
ing the nickel to limbo, the 
bottlers are keeping one eye on 
the local competition, another 
on their consumer = markets 
Rarely have businessmen been 
so unhappy about making more 
money 

Only a near-ruinous combina- 
tion of increases, in fact, 
has impelled the industry to 
abandon a pricing structure 
under which it prospered for 50 
years. But the cost-price ratio 
has so unfavorable that 
more and more bottlers aré ac- 
cepting the philosophy — elo- 
quently espoused by Roy W 
Moore president) of Canada 
Dry As businessmen 
would rather 
than ' 


to 


cost 


grown 


we 
tradition 
tradition break 


break a 
ave a 
re 

Every last item that goes into 
bottle of pop has risen 
some to a staggering 
Labor costs have doubled 
since 1939 Sugar is up 75%, ; 
bottles 40 crowns 30°; . Other 
expenses such as gasoline, de- 
trucks, freaght rates and 
like have increased in much 
the 
is the main ingredi- 


a 
in 


soda 
price 
deypree 


livery 
he 
the same 


measure Since 


weehenne 


soft. drink, 

sugar is par 
grievous . t 
price of aroun r 
refined, sugar 
perch bet 
There 


th ost 
arly 
prewar 
‘ a pound 
leaped to a 
and & cents 
. with the adroit as- 
of the Department of 
riculture, which was empow- 
ered by the Sugar Act of 1948 
to fix the amount of sugar per- 
mitted to enter the country every 
year 
Though the Act specifically 
enunciates (wo major purposes 
tu protect the welfare of both 
sugar consumers and the do- 
mestic producing industry the 
interests of the latter have come 
first. Sugar import quotas have 
been set too low. The price has 
been kept artificially high. It 
will stay that way at least until 
1952, when the legislation ex- 
pires 


Profits Off 


the 
cost 


Under impact of these 
various increases, the in- 
dustry’s profits have languished. 
The profit margin of the average 
bottler last year, as estimated 
by the American Bottlers of 
Carbonated Beverages, was 
barely one-third of what it was 
before the war 

Parent companies, too, have 
suffered, whether they have 
heavy investments in bottling fa- 
cilities of their own (as Canada 
Dry has), or sell their products 
primarily through franchised 
bottlers, as in the case of Pepsi- 
Cola. Earnings of the major soft 
drink firms shot downward in 
1948, save for the well-en- 
trenched Coca-Cola Co, Their 
recovery since then has not been 
notable 

One by-product of the new 
trend in soft drink pricing at 
home is hkely to be a slowdown 
in the = industry's expansion 
abroad. Of late, this expansion 
has been very rapid. During 
the past decade, for instance, 
Coca-Cola quadrupled the num- 
ber of its foreign bottlers. Can- 
ada Dry plants overseas tripled 
' Pepsi-Cola’s had a seven-fuld in- 
‘crease. All over the globe, 
throats that had once known 


tonly wine or goat's mils learned 
to rejoice in beverages prepared 
‘in the United States 

Hard financial logic lay 
hind the move. Bottlers abroad 
never were burdened with a 
‘half-century-old tradition that 
‘demanded a nickel price for 
their product. They were able 
{to charge whatever was neces- 
sary to yield them a fair retarn. 
As a result, the operations of 
j}foreign bottlers in recent years 
have been uniformly profitable, 
while their unhappy counter- 
parts at home have used up 
gallons of red ink. 
| Some soft drink companies 
have grown so dependent on 
foreign markets that they prob- 
ably will welcome a new empha- 
sis on the domestic market, 
which pays off in hard cur- 
rency. Last year, Canada Dry's 
Dominion subsidiary accounted 
for 26° of the company's net 
income. More than one-third of 
Coca-Cola's earnings came from 
abroad. Pepsi-Cola, too, re- 
ported a substantial income 
from overseas operations, par- 
ticularly from its Mexican sub- 
sidiaries 

It should be toted that not 
_all of the earnings from foreign 
bottling plants have yet found 
their way back home. There 
have been many formidable for- 
eign exchange obstacles to 
hurdle. Coca-Cola, with the 
most extensive network of over- 
seas bottlers, has $20 million 
now tied up abroad 


he- 


| 


' 


| Outlook Bright 

More important from the in- 
dustry’s standpoint, if higher 
pop prices really take hold with 
the public, and are pushed 
Vigorously, its profit’ margins 
are likely to improve consider- 
ably. Those bottlers who have 
screwed their courage to the 
| sticking point and made the 
move by and large have found 
this to be true. And higher 
profits for bottlers are bound 
to make pleasanter news for 
| Shareholders in the parent com- 
| panies as well, 

Once the industry can get its 
costs and prices squared away, 
its future seems bright enough, 
Soft drinks have won an amarz- 
jing degree of public acceptance, 
Around the turn of the century, 
}the country consumed only (4s 
million cases, or less than thir- 
jteen bottles per capita. Last 
lyear the industry produced and 
sold over a billion cases. The 
|country swallowed 162 bottles a 
head. As one spokesman for 
the industry commented not 
long ago, its main problem to 
day is to adapt its horse-and- 
‘bugey pricing lo an atomic age. 





Selling to 30 Million Children 


The big youth market represents a merchandising challenge 


to the soft drink bottler, but holds out promise of big rewards. 


@ wancinc economi conditions 


have made the youth market, pat 


1 


ticularly the teen-age group ol 


prime importance to all manufac 


turers. This segment of the consum 
ing public represents a fast-grow 


ing, heavy-spending market 
own right, besides influencing 
marked extent the purchases otf 
adult consume? 
Children are three-w: prospects 
for the manufacturer 
l They use rchandis¢ 


themselves 


2. They are instrumental i 


26 


fluencing sales to adults 


3. One day as grown-ups them 


selves they will control the 
strings 

Because of these facts, 
field of 


turers in every 


are putting substantial portions of 
their advertising promotion dollars 


into campaigns or projects aimed at 


purse 


manutac 


endeavor 


vetting the attention and patronage 


of the 


youth market. Many n 


anu 


icturers are looking for immediate 


and get them 


sales results 


Others 


he seeds of brand re¢ 


yood will fo 


Important Market 


ie which mar 


youth marke 


the 


that it 


has its own mediums of communica- 


be gauged from the fact 
tion--especially designed radio and 


television programs, youth maga 


zines, comic books. Vast industries 
have sprung up and are prospering 
which cater peculiarly to their in 
terests, such as the comic books, 
children’s clothing, summer camps, 
sporting goods, etc.; and even for 
products generally considered out of 
their province as consumers, such 
as automobiles, manufacturers 
are spending tremendous sums of 
money to win the approval of the 
younger element, for the sake of its 


influence on their parents 


By way of emphasis, it is no news 


that department stores run style 


shows in the hottest part of the 
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with 


CHOCOLATE 
SOLDIER. 


Bottlers who are properly bottling, advertising 





and selling CHOCOLATE SOLDIER, are enjoying a 
steady gain in profitable sales. 


If CHOCOLATE SOLDIER is not being bottled in 





your territory, write us for details about obtaining the 


franchise. You may bottle in your present bottles. 


CHOCOLATE SOLDIER advertising available. 


CITRUS PRODUCTS CO. 


11 £. HUBBARD ST., CHICAGO 11, ILLINOIS 
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Aud More!” 


Roy G. Scruggs 
rhe 


Great Bend, Kansas 


Great Bend Coca-Cola Bottling Co., 


Any Bottler that will take the time to see 
this one or the closest one to him will buy 


There is no doubt about it.” 


Larry Hunter, 


Coca-Cola Bottling Company, Inc. 


Minden, Louisiana 


the new automatic Miller Case and Car- 
ton Packer .. . can not be improved in any 
respect. We especially like its low cost, sim- 


plicity of operation, the way it handles our 


cases without damaging ... 
R. Scumupt, 
Coca-Cola Bottling Company 
Shelbyville, Kentucky 


CRAIG 


It's wonderful—the answer to our problem.” 


Harry EF. Deroux, 
Coca-Cola Bottling Co. of 
S. E. Ark, 


Vanager 


MILLER HYDRO 


MILLER CASE PACKERS 
PILLER INSPECTION 

s SS 
CUMULATOR TABL = 


yoro BoTTLe WASHERS 
MILLER KENDALL MIXERS 
NT INSPECTORS ° 


anupacturers wiier # 


pone aaenypenenn. . 
— sortie CO 
- wer Frworesct 


ports a 


wILLER AC 


Miller Hydro Fully Automatic 


Coté aud Calon fackee 


Praised by Users Everywhere 


No wonder the fully 


automatic Miller Hydro Case and Carton Packer 
is rated so highly by its users. It brings operating efficiency like you've 


never known before! 


NO OPERATOR NEEDED: 
Packer is fully 


are fed 


The Miller Hydro 


no levers or foot pedals 


Case and Carton 


automatic Both bottles and 


cases and discharged automatically. 


PACKS CASES and CARTONS: 


even intermingled. Need not be separated 


Handles cartons as well as cases 


Packs both splits and pints 


COMPACT: 
table 


It takes up no more space than an erdinary accumulator 


. . . 
Can be installed easily without stopping production. 


YOU NEED THIS MACHINE IN YOUR PLANT NOW! 
WRITE TODAY FOR COMPLETE INFORMATION 


oN 


“a 
@) 


Bainbridge. 


west COAST yQWN MULHERN cos 


ecoacsentative 
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year, August, which is generally the 
slowest selling month of the year 
The big automobile makers have 
established institutional programs 
designed to interest boys in the 
crafts and arts, and have even es- 
tablished fellowships and_ scholar- 
ships for the purpose. Newspapers 
go in for daily teen-age columns or 
for weekly pages devoted to the 
activities and interests of the 
younger set. The standard youth 
magazines are doing well and many 
new ones have cropped up in the 
past three or four years. It is esti- 
mated that somewhere near 
$60,000,000 a year is now being 
spent by advertisers in this particu- 
lar segment of the national press 
Radio, of course, has long been 
considered a prime medium to reach 
the youth market, and today with 
television, a substantial portion of 
the day’s programming is devoted 
The phe 


nomena of hundreds of thousands 


entirely to the children 


of urban kids from four to fourteen 
tugged out in flamboyant western 
outfits complete to spurs and tin 
sheriffs badges is a direct result of 
their firm approval and support of 
antiquated western pictures. The 
perfect example of the use of the 
television medium in our own soft 
drink field is Super Circus, the 
weekly Canada Dry program which 
has an exclusive child audience (ex 
adult 


cept for chaperonage) and 


audience participation in many of 
the “turns” in the circus rings. It 
was only a step, and a logical one, 


to have the seventeen year old mem- 


Joining clubs and participating in their activities is a major 
interest among children, permeating all age groups. At left, 


bers of a mid-western championship 
high school basketball team appear 
on the program and testify that 
they get their extra energy from 
the consumption of Canada Dry 
products 

In the clothing field alone—that 
half- 


billion dollar business has grown 


is in clothing for girls—a 
up, with manufacturers dividing 
the market into three fashion seg- 
ments for the elementary 
group, the junior and sub-teen 
group and the teen group. The style 
consciousness of the younger set is 
In the 
hobby field, the ramifications are al- 


well-known to every parent 


most endless. Toy railroading and 
airplane model building, arts and 
crafts, stamp collecting and sports 

all of these and many more have 
generated hosts of hobby shops, 
special magazines, and promotions 
on the part of manufacturers of the 
products going into these hobbies or 
allied to them 

In this direction, General Motors 
outstanding, with its 
Body Guild 


started in 1930, which features in- 


has been 
Fisher Craftsman’s 
dividual craftsmanship in the prep- 
aration of Napoleonic coaches and 
model autos. The Soap Box derby, 
which started twelve years ago, has 
had 120,000 boy drivers and over 
20,000,000 people have watched the 
events from the first local heat right 
up to the big finals at Akron, Ohio 

In addition to manufacturers of 
products, the Federal Government 
has a direct interest and stake in 


the youth activities of the coun- 


school, 


try’s farm children, on which it is 
Office of 
Education carries on two big pro 


concentrated. The U. § 


grams in the form of the Future 
Farmers of America, embracing 
about 200,000 teen-age students of 
vocational agriculture. The more re- 
cently organized Future Homemak- 
ers of America works mostly 
through high schools in farm areas 
The biggest and most potent, of 
course, of the federal youth activi 
ties is the Department of Agricul- 
ture’s 4H Club movement which has 
4H clubs in practically every farm 
community in the country 
Bottlers Extend Interest in Field 
The soft drink 
whole, has not given the youth mar 
Most 


either 


industry, as a 


ket the attention it merits 
such activities have been 
too infrequent or not impressive 
enough to attain the desired results 
But among the big parent com 
panies there has been a knowing 
and willing and definite drive to se 
cure brand recognition and actual 
sales among the children of the na- 
tion. Both Coca-Cola and Nehi have 
been instrumental in organizing, or 
helping to organize teen-age clubs 
and youth centers; Pepsi-Cola has 
played heavily to such communal 
activities as square dancing and 
school scholarships. The good-will 
engendered by such activities is in 
estimable. Not only does it take the 
children off the streets, but it puts 
them under supervised conditions 
Using 


for play and_ recreation. 


plant facilities, hundreds of bottlers 





“teeners” fill the pause between dances with the Pause that 
Refreshes, while at the left. pre-teens do the same with RC 
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have encouraged school authorities important segment of their total 2 


Advertise both products and 


and teen-age groups to visit and in market serious consideration and policies in an effort to build up 


spect their plants, to hold their attention. Despite the rapid growth good-will among youth and thus 


meetings there. As recently re of youth promotion and the many 
ported in the N. B. G. (June, 


to build future markets. 


good examples of how it is accom- 3. Advertise to youth with the 


“Bottler Goes to School”), a Ne plished in other fields, too many principal idea of getting them to 


England bottler, in cooperation with bottlers still know little about it influence their parents to buy. 


local school authorities, made his One of the big problems is—-what’s While many manufacturers are 
advertising and merchandising pro the best way of going after youth handicapped to the extent that they 


gram a part of the school program through advertising. There are a can utilize only the last of the above 
as a case study for a class in met number of approaches! 
chandising 1. Advertise, mostly through the 


In the search for more volume youth press, primarily to. sell 


three avenues, bottlers of soft 
drinks can use all three 
Advertisers and promoters with 


bottlers would do well to give this products long experience in the field agree 


aioe Sa ssa that there are some important do's 
and don'ts. Children quickly re 
spond to certain types of copy, are 
sharply critical of others. They will 
cooperate wholeheartedly with cer 
tain types of merchandising promo 
tions while they turn thumbs down 
on others. There are no hard:and 
fast rules, but several overall sug 
gestions can be followed which will 
save costly errors in youth market 
promotions 
1. Don’t talk down to the chil 
dren. The copy, either written or 
verbal, should be geared to the age 
level or slightly higher. Plain lan 
guage is safest and best—the so 
called jive-talk is incomprehensible 
During 1950, companies in the to many of the youngsters, as it is 
to the adults 


9 


above cities have joined the 


Bureau. Give plenty of explanatory 


copy which will give information on 


WHY? how they can use the product and 


how it will help them along with 
Because Bureau service gives them more information of the 


kind their Sales and Credit Departments need, than 
they can obtain through any other source. 


acquaintances or in daily activities 
such as at x hool. at sports or with 


the opposite sex 

3. Use children in your illustra 
Bureau service has been developing for more than 28 years. tions. Portray situations or condi 
It has been the greatest single stabilizing influence in the tions which are known to them 
industry — helping both suppliers and bottlers. 1. Use a coupon or other such 


means wherever possible, whether 


IF YOU DO BUSINESS WITH BOTTLERS, 
THE BUREAU CAN HELP YOU. 


you offer booklets, free samples, 
tickets to a broadcast or a movie 
| : ; show, etc. Children of all ages re 
Your inquiry will bring you complete 


ta ti +h : shitneti spond particularly well to coupon or 
information wi ou obligation. 


premium offers, and their response 
helps to measure the effectiveness 

f vour advertising program 
lS \ 5. Take advantage of children’s 
interest in sports and school proj 

FURNISHING A NATIONAL CREDIT AND COLLEC- 

TION SERVICE FORTHE BEVERAGE INDUSTRY’ ects and cater to those interests 
For the teen-agers spec ial emphasis 
Affiliate of United Mercantile Agencies 


should be given to their social ac- 
MEMBERSHIP 


EMBLEM UNITED BUILDING «. « « « LOUISVILLE 2, KENTUCKY tivities 
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Yo T > Four colors of Glass 
on (Amber, Georgia Green, Flint, Emerald Green) 


“ie. ACL (Applied Color Lettering) 
> * High Lustre 
4) ré re Z Label Design 


Syncro-Flash Finish 


~~ Protective Film 
4 ese = Wood Cases 


Duraglas Center Facilities 








) Corrugated Cases 
| one % Constant packaging research 
. Bottles produced on Modern 


Automatic Machines 
Over 75 years of Beverage 
9 2 —— ier Bottle Manufacture 


* 


What influences the consumer when she picks 
out a beverage? Reputation and taste appeal, of 
course. But clean, lustrous appearance often plays 
a decisive part in her choice. 


That's where your brand can pick up extra sales 
with the High Lustre of Duraglas beverage bottles. 
Their sales-catching sparkle is the result of ad 
vanced techniques of bottle-making developed by 
Owens-Illinois’ continuing research. 


or ‘‘dollars-and-cents’’ reasons, it pays you to 
depend on Owens-Illinois for all your beverage 
bottle needs. Prompt, experienced service. 


7-0z. Duraglas bottle with 
Applied Color Lettering. ACL 
labels are fused into bottles 
in one to three colors. 


BEVERAGE BOTTLES 


Look better-Last longer 


OWENS-ILLINOIS GLASS COMPANY 
Toledo 1, Ohio * Branches in Principal Cities 
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— with crowns of dependable quality 


— when you want them 


— where you want them 
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better get in touch with CROWN! 



























When crown corks were first introduced over half 

a century ago, Crown established its own customer's 
service laboratory. This little laboratory, with its 
limited equipment, worked closel 
devising sealing or many beverages that 


rere destined to become famous. 


Over the years Crown's Customer Service Laboratory 
has kept pace with the needs of the bottled beverage 


industry. Its work has been instrumental in bringing 





about practically every importatrtmpresementin 


beverage sealing. 

Bottlers all over the nation find it pays to bring their 
roblems to Crown. Here they find the 
background o -xperience, the specialized 
equipment and the scientific § y knowledge to 


help them get the most efficient seal for the 







If you are not making use of this service, we 


cordially invite yo do so. Whenever you have a 
sealing problem, get in tOwch with Crown. Get the 
benefit of Crown's unmatched 
experience in this field. There is no cok 


obligation. 


CROWN CORK & SEAL COMPANY 
BALTIMORE 3, MARYLAND 


Originators and World's Largest Makers of Crown Corks 


FIRST WITH EVERY IMPORTANT IMPROVEMENT IN BEVERAGE SEALING 
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@ MONKEY BUSINESS 


A devotee of the soft drink habit is Duke, bright 
chimpanzee of the Tulsa, Oklahoma zoo. Here 
the chimp. attended by a youthful admirer, takes 
time out to refresh during a recent roller skating 
lesson and exhibition at a Tulsa arena. 


They wer 


bitter opponents in the last presidential election, but President Harry S. Truman 


@ ON THE SAME SIDE and New York Governor Thomas E. Dewey both know the pleasure of taking time out 


to refresh with a soft drink. After all, it's a typical American habit. 
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@ GET ON LINE, FOLKS 


And that’s just what they did at the recent 

Greater St. Louis (Mo.) Food Show. where thou- 

sands of visitors stopped by at the attractively 

appointed booth of the local Grapette Bottling 
o. for a sample of the product. 





@ HONG KONG DEALER 


A Hong Kong soft drink dealer rushes to return 
a load of empties to the bottler in exchange for 
full merchandise. That's the way it’s done in 
this far eastern city. advises Richard Ryan, ex 
port director of the O-So Grape Co., who snapped 
this on-the-spot photo. 





@ GROUNDBREAKING 


Mayor J. V. Kenny of Jersey City. N. J.. extreme 
right. and four other civic dignitaries, center, 
helped Pepsi-Cola Co. president A. N. Steele, 
left. break ground for the new Jersey City plant 
of the Pepsi-Cola Metropolitan Bottling Co. Plant 
will be completed in September. 






@ MARKETING BEAUTY AND REFRESHMENT 


This beauty parlor in Sioux Falls, S. D., helps its 
patrons relax by offering “soft drinks while you 
sit." Seems you can get a bottle of soft drink 
most anywhere these days. 


@ A COKE FOR THE AMBASSADOR 


U. S. Ambassador James C. Dunn, with a bottle 
of Coca-Cola in his hand, chats with two Coke 
salesgirls during the recent “America Day” 
celebration in Milan, Italy. The Italians, unlike 
the French Communists, heartily approve of 
Coke 
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Bottlers and Syrup Makers Control 
the Quality of the Water they Use with 


“JBAS™ 


WATER CONDITIONING PLANTS 


From coast-to-coast, and in foreign countries too, 
the “JBAS” is proving that you can have absolute con- 
trol of water quality .. control over water—that 80% 
of your product which is subject to nature’s variations. 


The “JBAS” . . 
@ REDUCES ALKALINITY which, like a thief, can rob your 


product of its true sales-producing flavor. 


“JBAS" Plant at Pepsi-Cola Bottling Co., Newark, N. J. 


©@ REMOVES ORGANIC MATTER which may be present 
the year ‘round, or seasonally, to cause cloudiness 
and spoilage, loss of flavor, and foaming at the filler 


or on opening. JBAS"' Plants at Seven-Up Bottling Co., Cleveland, Ohio, and, (below) 


Chesterman Company, Sioux City, lowe 
@ REMOVES TASTE AND ODORS . . because the “JBAS” 


includes both chemical treatment and Hydrodarco. 


Include the “JBAS” Water Conditioning Plant in 
your plans for increasing sales and profits. Send 
today for Bulletin No. 1823 and a Water Condition- 
ing Analysis Sheet! 


Pe Se eS Oe ee ee ee ee ee ee ee ee ae ee ee ee 1 
| FREE LABORATORY SERVICE SEND FOR | 
THIS WATER CONDITIONING ANALYSIS SHEET! 
I Make sure your water meets the exacting specifi | 
| cations you require. Send for our Water Analysis | 
| Sheet, then fill in and return it with a sample. You 
will receive our laboratory analysis and report vy | 
| promptly. A valuable INFILCO CHEMICAL CAL- | 
CULATOR slide rule sent FREE to all who return 
| our analysis sheet properly completed. No cost | 
| or obligation is involved for this laboratory service | 


® BETTER WATER CONDITIONING ° 
AND WASTE TREATMENT SINCE 
1894 


sau eS orre€c & 3 7:8 rTwenrTry $$ ri2 PRINCIPAL =e Vee Ss 


WORLD'S LEADING MANUFACTURERS OF WATER CONDITIONING AND WASTE TREATING EQUIPMENT 


National Bottlers’ Gazette 








A Sweetheart... 


of a drink for your customers...and a 
sweetheart of a franchise for YOU! 
Easy to bottle... easy to sell... 
Delaware Punch is winning the heart 
of Americans everywhere. Write 
for details on a happy Dela- 
ware Punch two-way fran- 
chise, including popu- 
lar Household 


Delicious 


ELAWARE 





SOME pein TERRITORIES STILL OPEN ... FOR FRANCHISE INFORMATION 


WRITE TO: Wwuy noRD paLLewiiniassoc IATES., Que. 


A MARKETING ORGANIZA 4 ° ° SEVEN ELEVEN GULF STATES BUILDING 
DALLAS, TEXAS 
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Above: WORLD 
Triple Tandem 


Left: WORLD 
Twin Tandem 


FOR THE MODERN BOTTLING PLANT 


WORLD TANDEM LABELERS ........: 


the last word in high production, automatic labeling. They apply body labels, 
body and neck labels, or body labels, neck labels and foil to a wide variety of 
round bottles. The World Tandem is designed to meet your future as well as 
present production needs. It is available with one, two, three, four or more label- 
ing units to provide any desired rate of production from 75 to 350 or more bottles 
per minute. It delivers the correct proportion of bottles to each labeling unit, per- 
mits stopping of any unit without affecting flow to other units, prevents overflow 
and restores normal flow — all automatically. As production expands, Tandem 
units may be added quickly at low cost. 


ww RLD TANDEM LABELERS 
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ALABAMA 


Seven-l p Bottling Co., Gadsden, 
has recently started bottling Whis 
Vess 


Sparks is general manager of the 


tle and beverages W B 


operation. His son, Aubrey, is sales 


manaye 


ARIZONA 


New plant of 


Sottling Co., 


Dad’s Root Beer 
Phoenix, has started 
operations. Arrangements for dis- 
tribution covering the entire state 
Plant of the 


Canada Dry Bottling Co., 


have been made 
Phoenix, 


was reportedly damaged by fire re 


cently Dr. Pepper Bottling Ce 
added Mason’s Old 


Fashioned Root Beer to its line 


Tucson, has 


CALIFORNIA 


Grapette Sacra 


White, has 
added Dad’s Root Beer to its line 


sottling Co., 
mento, headed by A. C 


Firm has equipped its new Stock 
ton plant with an automatic Dixie 
line. Eber Asher is manager of the 
Stockton plant Willow Springs 


Sottled Water Co., Monterey, has 


been purchased by Leon Wilson 
and Clarence C. Funston. Edwin L 
Hare is the former owne? Coca 
Cola Bottling Company has been 


formed at Taft with a capital stock 
Associates are Pope, 


William P. and 


Grace Creoryve H 
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Sunco, Inc., Glendora, has been 
organized with a capital stock of 
$25,000. Citrus juice firm is headed 
by W. Barron Hilton, Dell Van Liew 
and Houston C. Kier, Jr The 
Calso Water Co., San Francisco 
bottlers of mineral water, shortly 
will move into a new $275,000 plant 
building 

Western Beverage Corp., Santa 
Barbara, has been merged with the 
Delaware Punch Bottling Co., same 


city. Line will include Delaware 


Punch, Squirt, Grapette and Yan- 


mais 
ast 


BOTTLER’S WIFE LENDS A HAND 


BOTTLER 
BRIEFS 


kee Doodle 


Co., Culver City, has started opera 


Santa Cola Bottling 


tions. Carroll K. Vaughn is owner 
John J. West, Ine., 


operation, has bee 


new bottling 


1 formed at Palo 
Alto. John W. and Ellen West are 
the principals 


COLORADO 


Charles J. Walton has been pro 
moted to assistant sales supervisor 
of the Canada Dry Bottling Co. of 


Denver. Clement O’Brien manages 





Mrs. Richard Forgham, wife of the head of the Kist Beverage Co.. St. 
Petersburg, Fla., pours samples of Kist to visitors at the recent National 
Food Show. as her husband (to her left) smiles approvingly. The sam 
pling. tied in with a crown guessing contest, helped the Forghams win 
many new consumer friends, obtain several prospects for vending ma 
chines, and line up a few new dealer accounts. 
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the operation Dean Morse has 
been upped from production man- 
ager to plant manager of the Gra- 


pette Bottling Co., Fort Morgan 


FLORIDA 


Grapette Bottling Co. has been 
established at Daytona Beach by 
Charlie Johnson, operator of the 
ted Rock Bottling Co., same city 
Plant operates a six-truck fleet 


ILLINOIS 


Lorenz Bottling Co., Nashville, 
has acquired a Kay C Root Beer 
Nesbitt Bottling Co., 
West Frankfort, has acquired a B-1 


franchise 


Lemon-Lime franchise. Operation 
is owned by Howard Watt A 
10 x 70 foot addition to the Cham 
paign Beverage Company, Inc., 
Urbana, Ill, was recently erected 
Plant has also installed a 20 spout 
Cem and added to its fleet a new 
International truck. Owner of the 
firm is Hobart Peer 


KANSAS 


Stevens Bottling Co., McCook, is 
erecting a $6,500 warehouse in 
Norton. Owner R. G. Stevens an 
nounced that a bottling works will 
eventually be installed in the Nor 


ton establishment 


MAINE 


Clark’s Beverages, New Castle, 
has been awarded a Neeco Coffee 


Soda franchise 


MARYLAND 


R. L. Barrett has assumed the 
post of sales manager of the Gra 
pette Sottling  Co., saltimore 


George Tuerk owns the operation 


MISSISSIPPI 


Grapette Bottling Co., Gulf 
port, has purchased a new panel 
truck for advertising purposes 


Sam Alman heads the operatior 


MISSOURI 


Earl Seipel is the newly-appointed 
manager of the Nesbitt Bottling 
Co., Maryville. Operation is owned 
by W. L. Shaffer, Jr., who also owns 
the Nesbitt firm at Chillicothe 
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FLORIDA ATTRACTION 


One of Florida’s most attractive bottling operations is the Tallahassee 
Coca-Cola Bottling Co. Plant, producing Orange-Crush and Coca-Cola. 
features “show windows.” allowing passers-by to view the bottling 
procedure. 





THEY GOT A SALES LESSON 


The meeting undoubtedly wasn't conducted in this position—but here at 
least are those who were present at the recent semi-annual sales meet 
ing of the Chicago Squirt Bottling Co. Seated at table. left to right. are: 
Will L. Huber. Squirt district sales manager; Ray Jacobs, part owner of 
the firm: Bill Jay. sales manager of the parent Squirt Co.; Marion E. 
Jacobs; and Robert R. Jacobs. son of Ray. Standees are salesmen, route 
men, and other employees. 





CELEBRATING THEIR NEW DRINK 


Celebrating the acquisition of a Mason's Old Fashioned Root Beer fran 
chise, the Roma Bottling Works, Pittsburgh. Pa., recently held a dinner 
and sales meeting for employees and their families. Joseph Sodini is 
president of the Roma organization, which is said to be the oldest bottling 
company in Pittsburgh. 
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NEBRASKA 


Husker Beverage Co., Seward, 
has been granted a B-1 Lemon-Lime 
franchise. Owners are Francis and 
Henry Imig 








DEFINITION OF 
GOOD 


BOTTLE COOLERS 


NEW JERSEY 


Appointment of Frank A. Dever- 
eaux as vice-president of the Seven- 
Up Bottling Company of Newark, 


was recently announced by Mrs. 








Dorothy H. Rosenbaum, president. 
Mr. Devereaux, active in the bev- 
erage field for 15 years, has played 
an active part in Seven-Up sales 
development in Bergen, Passaic and 
Essex Counties, N. J. 
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— poked on “Bondern's 
o 
NEW YORK standard color, ssinien steel sliding 
i 
; : ; : treated stee!. 
Neeco Coffee Soda franchises or lift lids. _" just the right 
p Lae . Y drin 
have been granted to the Glen Cove They must any thot means satisfied 
Bottling Co., at Glen Cove, L. I., temperature d repet sales. 
mn and f ? that 
and to Tavolilla Brothers, Inc., at eager rugged! puilt for cle BEVY-FOOD 
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d one-P 
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d tor efficiency 






NORTH CAROLINA 





. be en n, 
J. W. Lilly has been named sales They mus! of operate 


economy 










: ; that means * coolers give 
manager of the Grapette Bottling eee + profits artkraft® coole pe 
: : : bigg® RY oper 3 
Co., Charlotte. Owner of the opera- ov efficient WET or D 
Y 


tion is O. D. Hutchens; production 
manager is J. H. White 


good 5° many 


be 
olers should witching 


—co’ 
Yes—¢ bottlers ore $ 


That's WhY 







to Artkraft’- 










ge". 
Dec de on artkraft and yov now et 


for the first 


5-YE 


time, @ 
A new $250,000 plant for the 


Dayton branch of the Joyce Seven- 
Up development of Columbus is 
under censtruction. Henry O'Neil, 
vice-president and general manager, 
reports that new bottling and pack- 


aging equipment has already been 








ass 
a oe BIGGEST VALUES! BEV-MASTER 

ordered for the 18,000 square-foot DAY'S 
building. Albert Flowers will con- 


tinue as manager of the Dayton 


* cool 
Artkraft” © 
TO 


give yor yraft® cooler ' 








There's o” Art 


s. ' 
HURRY! HURRY! HURRY 


pOoN NOW 
SEND eo COMPLETE DETAILS 


operation. J. R. Downey is presi- 









dent of the Columbus development. 





OKLAHOMA tA 
MANUFACTURING CORP. 


“Quality Products For Over A Quarter Century” 


1125 E. Kibby St., Lima, Ohio, U.S. A. 
Please send literature and prices on: 
CD Bev-Cooler C) Bev-Master fe Bev Food 
J 


Pete Carroll, recently hired. as 
route supervisor for the Seven-Up 
3ottling Co., Clinton, has report- 
edly opened 70 new accounts 1n the Hy SosceSaver Model 2) —— 
short period of six weeks 

Jack S. Mann and Miss Natalie 
Williams, owners of the Dr. Pepper FRAA 
Zottling Co. of Marshall, Texas, COOLER 


Name__ ——— = “ 


Firm 
street 
City & State 
*Trademark Reg. US. Pat. Off 
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flakes 
le-Tails-libg 
dust-free 


flakes 
dissolve 
instantly 


ER VING 


INDUSTRY 


SODIUM 
BENZOATE | 


easier to use 


Many bottlers and makers 
of fountain syrups prefer 
Monsanto Sodium Benzoate 
Flakes for the ease with 
which they are applied 


Monsanto produces sodium 
benzoate, U.S.P., in two forms 

flakes and powder, assay 
ing 99.50°, purity 


For quotations and samples of 
Monsanto Sodium Benzoate 
and for free literature, mail 
the coupon or contact the near 
est Monsanto Sales Office 
MONSANTO CHEMICAL 
COMPANY, Organic Chem 
icals Division, 1741-B South 
Second St St Louis 4, Mo 


DISTRICT SALES OFFICES: Bir 
mingham, Boston, Charlotte, Chicago 
Cincinnati, Cleveland, Detroit, Hous 
ton, Los Angeles, New York, Philadel 
phia, Portland, Ore San Francisco 
Seattle. In Canada, Monsanto (Can 
ada) Lid., Montreal 


MONSANTO 


TR TEG ~ PLAS 


WHICH SERVES MANKIN 


SAVE 


- SPACE 
- LABOR 
- TROUBLE 


MODERNIZE 
Your Steam Plant 


with a « Clean 
- Efficient 
- Fully Automatic 


Facts FREE — Write or Wire 


IRON 
AMES works 
BOX 2507 OSWEGO, N. Y. 
Builders of Better Boilers since 1848 


Manufactured under 
License in Canade by VOLCANO, itd., Montreal, P. Q. 
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MASS DISPLAY 


This is one of the many mass dis 
plays erected in local supermar 
kets and large groceries by the 
B-1 Bottling Company of Houston 
Texas, in conjunction with B-l's 
new premium campaign. A circu 
lar promoting the premium offer 
in attached to each carton. 





have purchased the Dr. Pepper Bot 


tl C¢ ) Shawnee and Ada 
Clitton Anderson, formerly mat 
ize) the Dr. Pepper Bottling 
Co. of Henderson, and Clarence 
Page, of the Marshall plant, are 
both associated as partners in the 
new business 


OREGON 


Mission Orange ~ Bottling Co 


formerly of Astoria, has started 
operations in its new plant at Sea 
side. Owners are Edwin and Noah 
Treharne and Floyd T. Morrell ; 


PENNSYLVANIA 


\ new $70,000 plant is being 
erected for the Coca-Cola Bottling 
Co. of New Kensington. Blair Bean 
will manage the new operation, re 
plac Jack Crumley who has beer 
assigned to Pittsburgh Davis 
Bottli ( Harrisburg, has added 

equipment to step-up produc 
tio! ~ Ripe beverages. Ow! 
ers are Mr. and Mrs. F. W. Davis 
Ww. S. D . 


The Seve { developments at 
\matl Lubbock Texas, io} 
met owned by Seven-Up Panhar 
dle Be Co. have passed into 
new rship, with separate cor 
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porations formed to own and man- 


age each operation Seven-Up 
Bottling Co. of Amarillo, Inc., has 
taken over direction of the develop- 
ment in that city, with Michael H. 
Fitzpatrick as 


Other new corporation is known as 


general manager. 
Seven-Up Bottling Co. of Lubbock, 
Inc. Perrin W 


manager of ‘this plant 


Simpson is general 
Both corpor 
ations have the same set of officers: 
F. W. Abshire, Betty 
Fitzpatrick, vice-president, and Mi- 


president ; 


chael H. Fitzpatrick, secretary and 
treasurer 


Francis Hooten has been pro- 


Made 


Specifically 


for 
Bottle 
Washing 


@ Solvay ANCHOR ALKALI is made specifically 
for bottle washing; and since it is a special bottle 
washing product, you can expect special results 

shining, sparkling, clean bottles! ANCHOR 
ALKALI is rinsed off easily, quickly and com 
pletely . leaves no spots, no specks, no dulling 
film. Anu it costs less to use because the consumip- 
tion per unit number of bottles washed is unusually 
low. Start now to get a better bottle washing job 
with this special bottle washing product—Solvay 
ANCHOR ALKALL 


SOLVAY SALES DIVISION 


Allied Chemical & Dye Corporation 
40 Rector Street, New York 6, N. ¥ 
BRANCH SALES OFFICES 
34 ° © Cleveland © De 


New York * Philadelphia © P gh 
«. Lows * Syracuse 


manager of the 
Pepsi-Cola Bottling Co. of Dallas 
. Coca-Cola Bottling Co. of Hous 


ton has opened its new $1 million 


sales 


moted_ to 


plant. The new operation will serve 
10,000 dealers in five counties. It 
employs over 400 people Mr 
and Mrs. H. J. Moreland and J. H 
Trone have purchased the Dr. Pep 
per Bottling Co. at El Paso. Mr 
Trone will serve as vice-president 
and general manager of the opera 


tion 


WASHINGTON 


A franchise to bottle Dad's Root 





oolVa, 


ANCHOR 
ALKALI 





A SOLVAY Special cLiEANSER 
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Beer has been granted the Spokane WISCONSIN ey 
Severage Co., Spokane k A ; ' 
Ruddie has been appointed sales re SE ee Zbersonals/ 
; merly based at Stillwater, Minn., 
manager of Glaser Beverages at 
: recently moved into its new home 
Seattle 
at Somerset. The new operation, 


WEST VIRGINIA measuring 100 x 50. feet, has 


Jacobs Bottling Co., Poe, also changed its name from Purity Bev- dent of the Manila-Cosmos Aerated 


Thomas Wong G. Ho, vice-presi- 


known as Sun Spot Bottling Co erage Company to Seven-Up Bot Water Factory, bottlers of Squirt 


has started operations. William and tling Company. Harry Hohlt is and Lulu beverages, Manila, P. L., 

James Jacobs are owners owner and manager will shortly visit the U. S. to make 
a special study of Squirt marketing 
in this country...C. Spencer Wor- 
thy, owner-manager of the Nehi 
Bottling Co., at Cordele, Ga., was 
recently installed as president of 
the Crisp County Chamber of Com 
merce. 


Irvin W. Grogan, Jr., office man- 
ager of the Seven-Up Bottling Co. 
of Winston-Salem, N. C., recently 
was named president of the Old 
Town Civic Club of that city. . 

T. B. Barrow, Nesbitt franchise 
holder in Edenton, N. C., is cele- 
brating his fiftieth vear in the soft 
drink business. He is 69....R. R. 
Underwood, president of the Knox 
Glass Associates, Inc., and its affili- 
ated companies, and also a leader 
In numerous Civic organizations, 
was recently elected a director of 
THE KIDS GET A TREAT the Buffalo, Rochester and Pitts- 


Sponsor of a children’s radio program, “Meet the Kids.” the Double-Cola burgh Railway 
Bottling Co. of Rocky Mount. N. C., treats all youngsters attending the 

Saturday morning broadcasts with free bottles of their product. And don't E. Talbott, office manager of the 
the kids love it! 


Jove e Seven Up Bottling Co., Joliet, 





Ill., is the new president of that 
town’s Junior Chamber of Com 
merce Vr. and Mrs. John R 
Sousa, owners of Standard Bever- 
ages at Oakland, Cal., and Seattle, 
Wash. recently returned from a 
trip around the South American 


continent 


Timothy P. Sheehan, president 

of the Silver Brook Beverage Co., 

Inc., Chicago, Ill, was recently 

nominated as the Republican can- 

didate for Representative in Con- 

gress from the 11th Congressional 

district of Illinois. Mr. Sheehan is 

DISCUSS NEW COKE PROMOTION 

Coca-Cola's new “Hospitality Fair’ promotion was discussed at a recent ber of both the Illinois Bottlers of 

mean of plant mancaer of ca in New You Site Shown i tit Carbonated Beverages and the Chi 

Underwood. general manager. Associated Coca-Cola Bottling Plants. Inc.; cavo Bottlers Association Hal 
Bruce Robinson. Bureau of Advertising, N. Y. C.; Hubert English. manager > sh ' ae 

Coca-Cola. Utica: L. E. Kitch. sales manager. Associated Coca-Cola Bot ( Miller, Jr., of the Coca- ola Bot 


tling Plants, In« and Rudy Schmick. regional manager. Coca-Cola tling Co.. Barre, Vt.. is president 
(Thomas) 


a former secretary and board mem 


of the Barre Rotary Club 





National Bottlers’ Gazette 








DEALERS\GO FOR IT! SALES COME FROM IT! 


‘ } j 














N 
‘ 


iY 4 ~ SSS 


TER PLA 
Is All Your Dealers Pay to 
ine .\ Own This New 


p re = secatove 


——=_ BEVERAGE 
_. 9) COOLER! 


No Down Payment! Here's real induce- 
ment for dealers to sell your beverages: 
the Meter Plan makes buying a Kelvinator 
Beverage Cooler easy! Small change de- 
posited in the meter every day is all it 
takes. Paving for the Cooler this easy way 











finds favor with dealers everywhere and 





gives you free promotion of your product 
right at the point of purchase. Cut your 
delivery costs by boosting sales in low- 
volume stops. Let an efficient Kelvinator 
Cooler sell your product day in and day 
out! ... For full particulars fill in this 
coupon today! 









Diehl! 
ks e 
Cut out coupon. Paste 


on penny postcard and 
mail today ! 


Beverage Cooler Department, Nasn-Kevvinaton Conror ation 
14250 Plymouth Road, Detroit 32, Michigan 


Gentlemen: Please send me pricing information on the new Kelvinator Beverage 





Cooler. Also send me without cost or obligation your Mustrated booklet “Bottlers” 
Operating Guide” containing information on how to sell, service, and finance my 
own Cooler Program 


Mail this coupon today 

ieee er sce a eee eet Pe ee tee oe 
this booklet crammed full 
of valuable information on STREET ADDRESS 
how to sell, service and 
finance your own Cooler 


Program 
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the MEYER SDumore 
is TOPS for BOTTLE CLEANING! 


Bottlers the world over have found that there is no sub- 
stitute for the Meyer method of water-flooded brush scrub- 
bing—inside and out—to produce cleanest bottles as only 
the DUMORE can. Add to this the unequalled efficiency 
of the Meyer Syn-Cro-Mix beverage filling system in pro- 
ducing constantly uniform quality . . . and you can see 
why MEYER equipment is used the world over by bottlers 
of all flavors of carbonated beverages. For details, send for 
a copy of Bulletin SY-126. 


c A 
YER 


a- A 


GEO. J. MEYER MANUFACTURING CO. , 
CUDAHY, WISCONSIN, U. S.A. LP 
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talk of the trade__ 


(Continued from page 6) 


million gross, 3% above March and 30% above 
April 1949 
(Albany, N. Y. area) staged a big banquet late last 
month. Something to celebrate? 


. Capital District Bottlers Association 


Reports have it that the Worcester ( Mass.) Cham 
ber of Commerce will shortly introduce a new bever- 
age flavor—guarana—in this country. The guarana 
herb grows profusely in Brazil, and according to 
the “Brazilian Bulletin,” it has a uniquely soothing 
action on the stomach. Soft drinks with varying per 
centages of guarana are said to be highly popular in 
Brazil 


Dr. Pepper Launches New Vendor 
Program to Fill Distribution “Gaps” 


Because ‘‘a vast market has been definitely opened 
up for soft drinks through automatic vending 
equipment,” the Dr. Pepper Co. has announced the 
reactivation and expansion of its fountain sales divi- 
sion. The division’s goal will be to “fill the gap in 
Dr. Pepper availability that exists in outlets where 
bottled drinks are not sold.” 

Head of the division is Carl H. Boyle, whose sales 
experience with Dr. Pepper dates back to 1936 
Other members of the division, all of whom presently 
southern states, are 
George Pletzer, C. A. Nelezen, C. L. Jackson, H. B. 
Henry, Art Jensen, C. W. Bradshaw, L. A. Metcalfe, 
and R. H 


will be concentrated in the 


Tetley 


Beverage Bottle Output Falls Sharply 


Production of returnable beverage bottles during 
1949 totaled 5,273,760 gross, almost 50% less than 
1948 output of 7,792,309 gross, and approximately 
half the 1947 production of 10,376,524 gross. 

These figures, just released by the Bureau of the 
Census, Department of Commerce, would seem to 
indicate that: (1) bottlers, as well as other business- 
men, are Currently maintaining minimum inventories; 
(2) bottlers may have overestimated their glass needs 
in previous years; and (3) the introduction of cost- 
saving and more efficient production and handling 
methods, as well as greater emphasis on bottle return 
drives, has resulted in longer bottle life 

The figures would also tend to indicate that soft 
drink production declined in 1949, but this is dis 
counted by A.B.C.B. estimates which show that car- 
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CONADE LUBRICATING 
SYSTEM 


—TRIPLE ACTION. 
@ LUBRICATES 
® CLEANS 
@ DISINFECTS ... 
CONVEYORS 


“In One Operation” 







@ ALKALI FREE 
Does not attack metal 


@ NOT A SOAP 


CONADE is a scientifically developed lubricant, especially 
blended for sanitation, and protection of wet conveyor systems. 
Minimizes wear on bearings and conveyor slides. A rust inhibitor. 
Cannot become rancid. Free flowing—will not build up or leave 
a residue on bottles or containers. 

CONADE LUBRICATOR applies an even coat of lubricant 
across the entire conveyor chain and slides in one action. 
Eliminates spotty lubrication and waste. Action of felt roller 
polishes and cleans chains, eliminating broken glass and foreign 
matter. 

NOW USED BY LEADING BOTTLERS 
Write us for full details. 


SUPERIOR CHEMICAL PRODUCTS 


Dept. NB 123 W. Madison St. Chicago 2, Ill. 








“The FINEST 
DRINK VENDOR in 
merchandising history.” 


—Mike Hammergren 
president SuperVend Sales Corp. 


write for details to: 


SALES CORPORATION 


134 N. LaSalle St., Chicago 2, Illinois 





SuperVend drink vendor serves three flavors. Also 
available with HOT DRINK ATTACHMENT for hot 
chocolate or hot soup in addition to the three regular 
drinks. 





47 





a 











x EQUIPMENT 
BOTTLERS 


STERILIZER 


The unit for bottling opera- 
tions. Manufactured of fine 
steel to meet the most ex- 
acting needs. 64 case ca- 
pacity per hour; extra set 
of heavy duty baskets; 
ASME standard specifica- 
tions; tested and proven 


BEVERAGE 
MIXERS 


Reduce labor costs with 
Keenline mixers . . . handle 
all size bottles. Keep liquid 
constantly in revolving mo- 
tion for thorough mixing. 
Includes many outstanding 
features. Two models avail- 
able .. . 110 cases P. H.; 
180 cases P. H. 


Multi-Purpose 


FILTER 


This Groen Filter is a 
heavy duty design of- 
fering new efficiency 
in filtering. Includes 
these features: Longer 
filtering cycle, better 
cleaning; complete re 
covery of product; 
all metal construction 
etc 


Other NEW Equipment for BOTTLERS: 


@ Pumps @ Kettles @ Filters @ Conveyors @ Liquid Fillers 

@ Cappers @ Rotary and Stotionary Accumulating Tables @ 90° 

Curves @ Rotary Vacuum Filler and Crowner @ Inspection Lights 

@ Washers @ Sanitary Fittings @ Homogenizers @ Carbonetors 

@ Choin Conveyor Line @ Agitators @ Tanks @ Vacuum Pons 
@ Revolving Pons 





USED BOTTLING EQUIPMENT 


P h e We maintain a stock of used bottling equipment on 
urchas hand and have a variety at our disposal. All BUCKNER 
Sell guaranteed. OR, if you wish to sell or trade used 
equipment, we can assist you. Your inquiries wil! re 
Trade 
eive prompt attention 


A UNIQUE Our vast experience is available when you wish to 
BROKERAGE sel! of purchase a bottling plant. We will be 
SERVICE 


pleased to discuss your problem 








Write today for further information, prices 


and illustrated literature. 


EQUIPMENT COMPANY 


Liquid Handling Materials and Equipment 
2530 South Wabesh Ave., Chicago 16, Ill. 
Phone: DAnube 6-1344 





talk of the trade__ 


bonated beverage volume reached a new peak last 
year. 

The Census Bureau glass container data for 1949 
further revealed that production of non-returnable 
beverage bottles (excluding beer) totaled 50,524 
gross last year, compared with 12,807 gross in 1948. 


TV Building Home Market Sales, 
Pepsi President Declares 

Alfred N. Steele, president of the Pepsi-Cola Co., 
declared last month that television is causing a defi- 
nite shift from sales across the counter to home con- 
sumption. Addressing a meeting of the California 
Pepsi-Cola Bottlers Association in Los Angeles, Mr. 
Steele said he is “delighted” by the trend. 

“Home sales mean increased volume,” the Pepsi 
president explained. ‘In the home, we can get at all 
the family, including the children, more of the time. 
It means bigger unit sales, too. The housewife often 
buys her cola drinks by the case.” 

One of the industry's first video advertisers, Pepsi- 
Cola currently is using a series of spot commercials 


featuring the slogan, “I 
Cola.” 


always come back for Pepsi- 


Squirt Making New Bid for Hotel, 
Bar Business 

Apparently seeking to capture a heavier share of 
the mixer market, the Squirt Co., has readied a new 
series of point-of-sale advertisements for placement 
in hotels and bars. Typical is a room service card (for 
hotel rooms) which reads: “Your room is a won- 
drous spot to eat, drink, and be happy.”” With Squirt, 
of course, the selling message implies. 








flavor for every taste 


Sparking 


DRY 


BEVERAGES 


BIG CANADA DRY FLAVOR PROMOTION 


Canada Dry this month will launch the strongest ad- 
vertising campaign it has ever placed behind its line 
of flavors. using national promotion for the first time 
to promote its fruit. root and other-flavored beverages. 
Magazines, radio, newspapers. car cards, point-of-sale. 
and billboards (one shown above) are among the 
media to be used. 
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DR. PEPPER CROWN CONTEST-PROMOTION 


To promote its new bottle top and build consumer ac- 
ceptance for its product at the same time, Dr. Pepper 
Co. last month launched a $250,000 national advertising 
campaign and consumer contest. Billboards (one 
shown above), newspapers, and point-of-purchase are 
among the media being used. 








French Anti-Coke Bill Hits Snag 


A proposed bill aimed at halting Coca-Cola sales 
in France was rejected unanimously last month by 
the Council of the Republic, the advisory second 
house of the French Parliament. The measure, which 
initially had the backing of the French wine growing 
industry, as well as the Communists, has provoked 
lively comments on both sides of the Atlantic. 

The Council's action in rejecting the measure does 
not necessarily kill it. The National Assembly, which 
approved the bill in February, could make it law by 


approving it again. But this is held to be unlikely. 


Canada Dry Will Use No-Deposit Bottles 
In Long-Haul Areas 

The no-deposit bottles of ginger ale and sparkling 
water (12-0z. and 28-0z.) now being test-marketed 
by Canada Dry Ginger Ale, Inc. throughout certain 
areas of the Southwest, will be used only in those 
areas of distribution where long hauls make ship- 
ments of returnable beverage bottles impractical. 
R. W. Moore, Canada Dry president, said last month 
that “as of now, this is the only purpose for which 
we plan to use them.” 

Owens-Illinois Glass Co. is the manufacturer of 
the Canada Dry one-way bottles 


Frozen Orange Concentrates 
Threaten Soft Drink Market 
Orange flavored soft drinks and frozen orange 


concentrates may soon be locked in a_ toe-to-toe 
struggle for control of the orange drink market. 

In the space of just one year, sales of canned 
Orange concentrates have zoomed to an eye opening 


On the 
hand, sales of bottled orange soft drinks totaled 


$40 million (estimated) annually other 


about $75 million in 1949, just slightly above the 
volume of business for the year before. 


July, 1950 























BERIND TIMES? 


Of course, it is . . 
True Fruit kind! 


. if you're not bottling the 


The leaders of your industry are alert to the 
“natural” trend of the consumer market and that's 
why they are bottling True Fruit Flavors. You'll be 
smart if you do the same, before all the best mar- 
kets are cornered by a trade name not your ownl 


You have a name to be proud of and you can add 
new lustre to it by putting out the finest in True 
Fruit Beverages. You're sure of the best when you 
bottle P & S TRUE FRUIT.... 


CHERRY 
RASPBERRY 
STRAWBERRY 


Don’t guess...Use 7 & S 


POLAK & SCHWARZ, INC. 


667 Washington St., New York 14, N. Y. 
Midwestern Office: 
Representatives: Milwaukee - Les Angeles - Sen Francisco 
Canadian Office: Polak & Schwarz (Canada), itd. 
1617 Dundas Street, W., Toronto, Ontario, Canada 





173 W. Madison Street, Chicage 2, Hil. 














Clicquot Club sells well the year around . . . in season 


and out... in December as well as July. 


Cliequot Club Pale Dry and Cliequot Club Sparkling 


Water are staple year-round products. 


Clicquot Club’s fruit-flavored drinks are especially 


good in warm weather, but sell well anytime. 
Clicquot Club mixers are always in demand. 


Some franchise territories are open. 


icquot Club 


(Pronounced KLEEK-O) 


BEVERAGES 


Pale Dry and Golden Ginger Ales Sparkling Woter Colo Sarsaparilla 
Root Beer... . White Soda Cream Soda Tom Collins Mixer . Lime Rickey 


Orange Soda Eskimo Cooler Strawberry Soda . Cherry Soda Grape Soda 
True Fruit Raspberry Soda 


Clicquot Club Company— Millis, Massachusetts 
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Buying Patterns 


A sex L and basic marketing facts on soft drink 
brand preferences, distribution, and home market 
sales are contained in the fifteen pages of market 
studies which follow. 

The studies were prepared by leading news- 
papers in the areas under survey, and are based 
primarily on consumer interviews. At least 2% 
of the families in each area covered were sampled 
to insure a fair analysis. 

While the studies cover specific markets, they 
contain important “basic” information that make 
them important reading for bottlers in all areas. 
For one thing, the studies reveal that soft drink 
buying habits are constantly subject to change. 





For this reason, they point out the need for bot- 


tlers to re-evaluate their present selling policies 
and merchandising activities in the light of cur- 
rent purchasing habits. 


The newspapers which conducted the studies 
appearing on the following pages are: Milwaukee 
Journal, Philadelphia Bulletin, Columbus Dis- 
patch, St. Paul Dispatch-Pioneer Press, Deseret 
News (Salt Lake City), Sacramento Bee, Fresno 
Bee, Modesto Bee, Seattle Times, Washington 
Post, Birmingham News, Indianapolis Star, 
Omaha World-Herald, Illinois Daily Newspaper 
Markets, Inc., and the Appleton Post-Crescent. 
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12 Market Study 12-MARKET ANALYSIS SHOWS: 
FRANCHISE BRANDS DOMINATE U. S. 


FP sittin brands dominate the market for 
soft drinks in the United States. Four or five of 
them have what may be considered good national 
distribution. But only one—Coca-Cola—is a 
dominant factor in all of the markets in which 


it is available. 


These conclusions are drawn from a 1949 12- 


market analysis of soft drink brand preferences 


BRANDS PURCHASED FOR HOME CONSUMPTION 


PYAOEPFP A 


Per Cent of Use 95.2% 80.3% 93.1% 77.1% 91.1% 
Brand Place % Place % Place % Place % Place % 


Gral's . 36.2 

Coca-Cola 

Bon Ton b 6.8 

Roxo . 6.1 

Pepsi-Cola b 3.9 

Dad's Old-Fashioned le 2.0 
1.7 
1.5 

Canada Dry . 1.3 

Squirt , 1.0 

Mason's Root Beer 

Vess Cola 

Mission 

Dr. Pepper 

Schille's 

Royal Crown 

Par-T-Pak 

Grapette 

Nehi 








(see chart). Since every geographical region of Nebr., this beverage is preferred by 56.8% fami 


the country is represented by these territories, lies and holds “top spot” position. In Milwaukee, 
the analysis is fairly representative. it ranks as the tenth most popular beverage, being 


the drink most preferred by 1.7% families. 


Of the fifteen franchise brands covered in the 


; ; The proportion of families consuming soft 
analysis, five have some measure of influence in 


: . drinks at-home also varies from one community 
at least eleven of the twelve markets. Excepting 


: ; to another. In Birmingham, Ala., a solid 96.2% 
Coca-Cola, however, which ranks as the first or 


families buy soft drinks for home consumption 
second most-preferred beverage in all twelve 


In Columbus, O., only 77.1% do so. Only three 
markets, the measure of influence varies consid 


other cities besides Birmingham show better than 


erably 
90% at-home consumption. They are Milwaukee 
Pepsi-Cola, for example, is the top choice in (95.2%). St. Paul (93.1%). and Fresno 
Modesto, Calif., being preferred by 44.5% fami (91.1%) 


lies in that city. In Milwaukee, Wisc., however, 


3 The influence of independent brands is negli 
Pepsi-Cola is first choice of only 3.6% families, 


gible in all but one of the twelve markets 
and ranks as sixth most-popular beverage 


Milwaukee. In this city, three of the four leading 


Seven-Up affords another example. In Omaha, sellers are private label brands 
81.3% 89.6% 84.6% 75.6% , 78.7% 96.2% 82.71% 
Place % Place % Place % Place % Place % Place % Place % 
, 3 42.6 1. 66.6 2. 38.1 5. 53.2 1. 42.9 Rs 65.6 3. 18.59 
1. 44.5 2. 33.3 4. 3.4 2. 23.7 4. 9.4 3. 2.2 6. 2.20 
5. 3.8 8. 1.02 
3. 29.7 3. 27.5 3. 6.1 3. 19.4 2. 12.3 5. 1.5 4. 10.69 
7. 4.7 4. 26.9 6. 2.3 11. 18 3. 10.0 3. 12.15 
9. 3.5 9. 3.3 5. 2.6 10. 1.9 6. 2.8 5. 3.66 
11 3.1 , & 5.2 . A 2.9 
3.7 6. 7.7 11. 0.6 
6.8 13. 2.6 12. 1.6 7. 11 8. 1.02 
10. 3.3 12 2.9 4, 6.2 2 14.9 
4. 26.0 5. 20.2 1. 40.1 14. 14 5. 9.3 
8 4.5 6 3.0 10. 0.7 
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INDEPENDENT BRANDS CONTINUE STRONG 
IN PHILADELPHIA 


Te surprising strength of independent brands 
n Philadelphia, Pa. (pop. 1,931,334 Philadel 

7.310 suburban area) was not 

g 1948-49. Last year, as in 1948 

tw of the three leading ginger ale sellers it 

Philadelphia City were independent brands—as 
were two of the four most popular root beers 
me of the three most-preferred colas, and tw 
f the three top sparklir go water drinks. In addi 
tion, three of the four most pop tlar “other types’ 

bore private labels 

Philadelphia also continued as an ex eption 

ally good “mixer market during 1949. As in 
1948, more families in the Quaker City con 

ile last year than any other type 

. Types Purchased” chart not 

families consumed ginger ale: 


beverages: 31.1% root beers. and 


CONSUMER PREFERENCE 
FOR LEADING BRANDS 


PER CENT OF 
BUYER FAMILIES 
Suburban Philadelphia 
Brand Area 
1949 
Frank's 4.6 
Canada Dry 48.8 
Booth's 215 
Cliquot Club 6.9 
Gruber’s 
Blue Anchor 
Porto Rico 
Hoffman's 
Scheidt's 
Yukon Club 
Rob Roy 
Miscellaneous 
Don't know 


oe mm OS 
venrnawo 


15.1% sparkling water. Other types were con- 
sumed by 26.2% families. 

Philadelphia also remained one of the most 
highly-developed home markets in the country 
92.9% families in Philadelphia City purchased 
soft drinks for home use in 1949, compared with 
92.8% in 1948. In the suburban area of Phila 
delphia, 91.5% families bought soft drinks for 
home consumption during 1949 

That brand preferences fluctuate from area to 
area—even in the same city—is evidenced in 
Philadelphia. Frank’s ginger ale, the top choice 
of 29.1% families in Philadelphia City, is pre 
ferred by only 4.6% families in the suburban 
area. Canada Dry sparkling water, the first choice 
of 39.7% families in Philadelphia City, boasts 
a 66.0% preference in the suburban area. Seven- 
Up, preferred by 18.5% Philadelphia City fami- 
lies consuming other soft drinks, is the top choice 


if 34.8% families in the suburban area 


NUMBER OF 
BUYER FAMILIES 


j : 
Suburban Philadelphia 


City 
1948 1947 


90,163 101,219 

87,312 69,407 

106,913 119,655 
12,830 7,591 

11,404 12,652 

10,691 15,544 

4,633 5,061 





Brand 


Coca Cola 
Pepsi Cola 
Frank's 
Miscellaneous 
Don’t know 


Porto Rico 
Gruber’s 
Crescent 
Scheidt’s 
Miscellaneous 
Don't know 


Brand 


Canada Dry 
Booth's 
Frank's 
Cliquot Club 
Evervess 
Gruber’s 
Porto Rico 
Hoffman 
Miscellaneous 
Don’t know 


Brand 


Frank's 
Seven Up 
Porto Rico 
Booth’s 
Franz 
Gruber's 
Clicquot Club 
Bireley’s 
@anada Dry 
Sweetie 
Hoffman 

Kist 
Barrington 
Crescent 
Haddon House 
Scheidt's 
Camden Club 
Kerns 
Miscellaneous 
Don’t know 


Su 


PER CENT OF 
BUYER FAMILIES 


burban Philade!phia 


Area City 


Suburban 


Suburban 


Are 


1949 


2. 
4. 
1. 
5. 


2 

2. 
3. 
3. 


1949 


1948 





614 
28.8 

5.8 
2.6 . 2.3 
1.6 5.2 


69.9 
27.6 


PER CENT OF 
BUYER FAMILIES — 
Philadelphia 

City 

1949 1948 


|23 
ey 
= 
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PER CENT OF 
BUYER FAMILIES 
Philadelphia 
City 
1949 1948 





39.7 35.1 
4 | 17.5 
16.8 19.0 
6.5 | 
5.0 5.8 
1.2 1.2 
1,0 1.3 
4.1 4.8 
5.6 


PER CENT OF 
BUYER FAMILIES 
Philadelphia 
ua City 
1948 





40.3 
16.2 
8.3 
5.0 
1.1 
4.0 


11 


14 


Suburban 
Area 
1949 
86,568 
$4,181 


3,220 
1,981 


Suburban 
Area 
1949 


Suburban 

Area 
1949 

28,083 
5,744 
596 
2,340 
681 


1,064 
2,851 
1,191 


Suburban 
Area 
1949 
5,739 
16,370 
800 
2,352 


NUMBER OF 
BUYER FAMILIES 
Philadelphia 


1949 
131,270 
54,533 
12,259 
6,341 
6,764 


NUMBER OF 
BUYER FAMILIES 
Philadelphia 
City 
1948 


1947 
122,677 
81,491 
18,435 
8,810 
9,250 


1947 





101,892 


9,380 
3,664 


8,083 
4,680 


NUMBER OF 
BUYER FAMILIES 
Philadelphia 
City 
1948 


34,382 
17,142 
18,611 
4,996 
5,681 
175 
278 


285 


NUMBER OF 


BUYER FAMILIES 


Philadelphia 
City 
1948 


103,584 
35,284 


17,641 
8,821 


1947 


31,710 
20,222 
17,944 
2,658 
7,595 
1,519 


7,974 
6,361 


1947 





59,886 


44,018 


24,640 
10,138 


11,889 
28,035 


4,877 
4,748 
5,262 


3,593 


1,412 


4,492 


15,785 
16,427 





Columbus, 0. 


HOME MARKET DROPS 
IN COLUMBUS 


4. HOME consumption of bottled soft drinks 


Ohio decreased 
sharply between 1948 and 1949. 85.3% of the 


1948, 20.8% in 1949. both 
Coca-Cola and Pepsi-Cola lost “first preference” 
ground. Coke was the first choice of 45.8% fami 
lies in 1948, 33.1% last year. Pepsi-Cola, pre 
ferred by 19.3% families in 1948, was first choice 
of 11.8% families in 1949. 

Gains in consumer preference during 1948-49 
were also recorded by Hires Root Beer, Schille’s, 
Dad’s Root Beer, Cola, Bob 
Brooks, and Canada Dry Ginger Ale. 


lies in However, 


in Columbus, (pop 375,877 


city’s families purchased carbonated beverages 
for home use during 1948, but only 77.1% did 
so last year 


There were other significant changes in the 


Columbus soft drink market during 1948-49. The 


three leading sellers in 1948—Coca-Cola, Pepsi Vernor’s, Vess 
I 


Cola, Seven-Up—that year represented the com 


bined choice of 78.0% families. Last year, these 


There was no change in the number of brands 


brands accounted for but 65.7% available during both years. 39 soft drink brands 


of the market. 


Major individual brand gain was racked up by 
7-Up, which was the first choice of 12.9% fami 


USERS 


NON-USERS 


were marketed in 1948, the same number last 
year 





Per Cent 
7.4% 
85.3°, 


Per Cent Number 
22.9%, 24,593 
14.7%, 15,503 


Number 
82,800 
90,115 


FAMILIES USING 
SOFT DRINKS 


CONSUMER PREFERENCE FOR LEADING BRANDS 


FIRST CHOICE 


Percent of All 
Families Buying 
Each Brand 

1949 
33.1% 
20.8 
11.8 


Brand 
Coca-Cola .. 
7 Up 

Pepsi Cola... 
Hire's Root 


12.9 


4 
- BE 
Dad's Root 
Beer 
Vernor's I 
Royal Crown 
Cola 2 
*Vesa Cola... 2. 
Vess—Whistle 1 
*Bob Brooks . 1 
*Canada Dry 
Ginger Ale. 1.2 
Don't Know... 5.8 
‘Miscellaneous 6.8 


1948 


45.8% 27,408 


Total Number of 
Columbus Families 
Buying Each Brand 

1949 1948 
41,273 
11,625 
17,392 


Percent of All 
Families Buying 
Each Brand 
1949 1948 
11.4% 16.7% 
15.6 16.4 
9.0 18.1 


17,222 


9,770 


3,643 1,802 
2,898 


2,153 
2,070 


1,904 
1,656 
1,408 
1,242 

oes 
4,802 
5,630 


SECOND CHOICE 


Total Number of 
Columbus Families 
Buying Each Brand 

1949 1948 
9,439 15,049 
12,917 14,779 
7,452 16311 


2,815 
1,987 


1,573 
2,318 


1,656 
911 
1,739 


THIRD CHOICE 


Percent of All 


Total Number of 


Families Buying Columbus Families 


Each Brand 
1949 1948 
2.7% 6.2% 
8.7 


*Used by less than 1‘% last year and therefore included under miscellaneous last year. 
tIncluding all brands used by less than 1% of the total consumers of Soft Drinks (Home use) 


Buying Each Brand 
1949 
2,236 
$,312 
2,318 


1,656 
1,076 


1,408 
1,242 








z URCHASES of soft 


tion in St. Paul, Minn. (pop. 388,200) took a 
between 1948 and 1949 
Whereas 87.7% St. Paul families consumed bev 
erages in their homes during 1948, 93.1% did 


significant upturn 


HOME CONSUMPTION UP 
IN ST. PAUL 


drinks for home consump- 


s Root Beer 
families in 1948, 
converts to become first choice of 22.1% families 


in 1949. Dad’s Root Beer moved up from “No. 5 








St. Paul 


Largest individual brand gains were recorded by 
Seven-Up and Dad’ 
choice of 19.6% 


Seven-Up, first 


added new 


so last year. Spot” in 1948 to “No. 3 Spot” in 1949. 
Cola beverages and root beers continued their The importance of keeping dealers’ shelves 
hold over the St. Paul market. in 1949, as they and coolers constantly supplied is indicated by 


did the year before. Two of the first five leading 
sellers last year were colas; two of the three substitute brands. 
others were root beer brands. The top two cola 


sellers and the two leading root beers represented purchases of substitute 


the combined choice of more than 60% families. are not in stock 


FAMILIES USING 


SOFT DRINKS 


CONSUMER PREFERENCE FOR LEADING BRANDS 


beverages is not sufficiently strong 


Consumer loyalty to 


the fact that most St. Paul consumers will accept 


spec ifie 


rule out 


drinks, when the favorites 


Third Choice} 
Per Cent 


Number 


1948 1949 1948 1949 1948 


18,908 10.8 9.3 10,570 8,578 
21,584 12.0 11.9 11.747 10,976 


First Choice Second Choice} 
Brand Per Cent Nu Per Cent Number 
1949 1848 1949 1948 1949 1948 1949 
Coca-Cola 35.2 38.0 34,451 35,049 21.9 20.5 21,434 
7 Up 22.1 19.6 21,630 18,078 25.4 23.4 24,859 
Dad's Root Beer 8.7 83 8,518 7,655 6.2 81 6,068 7,471 5.9 
Hires 8.4 98 8,221 9039 65 7.9 6460 7,286 49 
Pepsi Cola 7.7 93 7,836 8578 8.1 9.0 7,928 8301 6.0 
Cliquot Club 2.8 2.1 2.740 1,937 2.0 18 1,957 1,660 1.7 
Barq’s 2.7 2.0 2,643 1,845 19 18 1,860 1,660 2.0 
Canada Dry 2.1 18 2.055 1,660'°24 23 2,349 2,121 2.0 
Gold Medal 15 1.3 1,468 1,199 13 1,199 
Nesbitt's 1.2 1,174 1.4 1,370 1.1 
Squirt 10 1.2 979 1,107 1.2 
Bireley's 1.4 1,370 1.9 
Whistle fay. eee eee ; 1.3 
Don’t know 26 .. 2,545 §.0 2.1 3894 1,937 9.5 
* Miscellaneous 6.0 7.8 §872 7,193 54 7.5 5,285 6917 5.9 
Brands not listed we .. so eaee «ees 16,3 10.7 15,953 9,869 33.8 
*Incteding all brands used by lems than 1%; of the total families buying soft drinks. 
198, 


oh et ped: 


SUWH NN Perr 


5 
1 
3 
2.1 
6 
9 
2 
2 
0 
A 
A 
9 
2 
2 


5.774 6,917 
4.796 6,549 
5,872 7,655 
1,664 1,937 
1,957 1,476 
1,957 1,752 

1,107 
1,077. 1,107 


1,174 1,845 
1,860 2,214 
1,272 1,291 
9,298 3,597 
5.774 4,796 
33,080 27,854 


109.0%; second chotes, 1948, 106.0%; 1948, 97.6%; third choles, 

























Salt Lake Gity 


BUYERS 
BY INCOME GROUPS 


BRANDS 
PURCHASED FOR 
HOME CONSUMPTION 


BRANDS 
PURCHASED FOR 
ON-SPOT CONSUMPTION 


FOUR BRANDS TALLY | 
80% OF SALT LAKE CITY SALES 


y on are 26 soft drink brands available to consumers in Salt Lake 
City, Utah (pop. 178,400), but four of them account for more than 
80% of the beverages sold for home consumption. That consumers’ 
“on premise” and “at home” tastes vary slightly is evidenced by the 
fact that the same four brands account for better than 77% of all 
on-premise sales. 

The proportion of Salt Lake families buying soft drinks for home 
use (82.7%) is less than in most other markets of this size. The expla- 
nation may lie in the statistic that only 69.3% of the city’s lowest 
income families (under $2,000) are beverage consumers. 

Of further interest is the fact (not shown by chart) that 21.3% Salt 


Lake families purchase soft drinks by the case. 


Group I (under 2,000) 69.38% 
Group II (2,000 to 5,000) 84.06 %, 
Group III (over 5,000) cecieees ET Po 


Dad‘s Root Beer . a 


Birrell Root Beer 


*Includes Royal Crown Cola and Par-T-Pak 














FRANCHISE BRANDS 





y on out of ten families (91.1%) in Fresno, Calif. (pop. 133,000) 
buy soft drinks for home consumption. When they do, chances are their 
choice will be a franchise brand. For, of the eighteen leading soft drinks 
used in the homes of Fresno families, the first fourteen are franchise 
beverages, as are two of the remaining four. 

The four top sellers have better than 90% distribution in inde- 
pendent grocery stores (distribution chart not shown). They are Coca- 


Cola (100%), 7-Up (94%), Par-T-Pak (92%), and Pepsi-Cola (94%). 


... IN SACRAMENTO... 


qn Sacramento (pop. 233,800), as in Fresno, franchise brands have 
a virtual monopoly on the soft drink market. The first thirteen of the 
eighteen brands most preferred by Sacramento families bear franchisé 
drink labels, as do three of the other five. Significantly, the top two 
leaders are the only beverages having better than 90% distribution in 
independent grocery stores. Coca-Cola has 100% distribution; Pepsi- 
Cola has 95%. 

The percentage of Sacramento families buying soft drinks for home 
use is 89.6%, not quite as high as in Fresno. 


... AND IN MODESTO 





4. in Fresno and Sacramento, the dominance of franchise beverages 
in Modesto (pop. 44,500) is indisputable; all of the fourteen leading 
sellers are franchise brands. Each of the top three brands has 92% 
distribution in independent groceries, higher than any other soft drinks 
marketed in the area. Which again proves the point that top distribution 
means top sales. 

The proportion of Modesto families purchasing soft drinks for home 
consumption (81.3%) is notably lower than in Fresno (91.1%) and 
in Sacramento (89.6%). 


PREFERRED IN FRESNO... 


FAMILIES USING 
SOFT DRINKS 


Brand 


Coca-Cola 

7-Up 

Par-T-Pak 
Pepsi-Cola 

Royal Crown 
Hirs’s 

Kist 

Mission 

Nesbitt 

Squirt 

Grapette 

Nehi 

Delaware Punch 
Dr. Pepper 
Calandra Bros. 
Canada Dry 
Shasta 

White Rock 
Miscellaneous (16) 
Don't Know and Any 


Total (2) 


28.1 
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FAMILIES USING 
SOFT DRINKS 


Brand 


Coca-Cola 
Pepsi-Cola 

7-Up 

Hire's 

Par-T-Pak 

Mission 

Squirt 

Grapette 

Canada Dry 
Bireley’s 

Kist 

Royal Crown 

Dr. Pepper 

Shasta 

Nehi 

Polar Club 

Lyon's 

Delaware Punch 
Miscellaneous (23) 
Don't Know and Any 


Total (2) 


annn--neeezennd 


a= sekue®seoeuzaiuikz tc: 


219.59, 


FAMILIES USING 
SOFT DRINKS 


Brand 


Pepsi-Cola 
Coca-Cola 
7-Up 
Par-T-Pak 
Kist 

Dr. Pepper 
Hire’s 
Mission 
Canada Dry 
Royal Crown 
Squirt 
Miscellaneous (13) 


Don’t Know and Any 


Total (2) 


1949 
44.5% 
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Seattle SEATTLE’S TOP SELLERS 
HAVE TOP DISTRIBUTION 


Fue premises that high beverage volume is 

dependent on good distribution, and that soft 

drink purchases diminish with lowered income, 

are fully substantiated in Seattle, Wash. (pop 

344,945). The top two favorites among Seattle BUYERS BY RENTAL GROUPS 
consumers both have 91.4% distribution in gro- 

cery stores—higher than any other beverage Per Cent 


949 
marketed in the city. This definitely supports the : 
“i $75.00 and over... 82.7 


$50.00-$74.99 
$40.00-$49.99 
$30.00-$39.99 
Under $30.00 


irgument that volume increases hinge on im- 
provements in distribution 

The belief that consumers’ purchases of bev- 
erages increase along with their income is borne 
out by the chart, “Buyers by Rental Groups” 
It shows that the proportion of families buying 
carbonated beverages is highest among highest- 
rental families, lowest among lowest-rental house 


holds. 


CONSUMER PREFERENCE AND DEALER DISTRIBUTION 
OF LEADING BRANDS 


Dealer Distribution 1949 
FIRST CHOICE SECOND CHOICE THIRD CHOICE independent Grocers___Chain Grocers®* 
Brand %°*** Number , anes Number —— Number Totel A&B® C&D* 
Coca Cola s—s=—=“‘«é‘ié‘«w«I%]:~«C*SGSSNO COG 23,969 = SH SSCA 28% ST-ABM 
7-Up ‘ 123 17,008 ~=142 ~—«*19,635 8988) =A 91.6 T-A-B-M 
Hires Root Beer 10.0 13,828 = 8.1_~—«d'1,200 7,190 «82.8 eo 81.9 T-A-B-M 


Pepsi-Cola (A (12 : 6,084 79.3 7 843 S-T-A-B-M 
Par-T-Pok =i (‘<a SSH 8,573 4,425 90.5 . 90.4 T-A-B 

Canada Dry =S—(i‘(‘i i) 8872 872 d 2,489 76.7 8 735 T-A-B-M 
Nesbitt Orange === 2.4 3,319 2.8 3,872 : 2,212 716 d T-A-B-M 


Shasta 1S 2,074 72,351 . 1,521 64.7 
Cammarano a a | 1,798 . 1,244 345 
White Rock tt 1820 10 1,383 i244 ‘517 
Grapette = <s t BCP : 1,521 56.9 
Mission 06 830. 17 2,351 0 1383 267 
Root Beer n. s. a | 1.0 1,383 
Ginger Alen. s. 03) 4S sD 1,659 1.0 1,383 
Orangen.s. O80 138 09 1,244 1.3 1,798 
ss ws rv 
0.9 1,244 
*A & B stores have @ gross of $100,000 or more annually; C & D stores have a gross of less than $100,000 annually. 
**Chain Grocery Code: A—A&P; B—Big Bear; M—Money Severs; S—Safeway; T—Tradewell. 
***\ncludes all brands used by less than 1% of families buying Soft Drinks. 
****Per cont of all families buying Soft Drinks who use each brand. 
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PRIVATE BRANDS STRONG 
IN MILWAUKEE 


Gum preferences and soft drink buying habits 
ary from one geographical region to another, 
from State to State, and even from commu- 


nity to community Sometimes these  varia- 


‘y > Mi > > 
tions border on the phenomenal. For example, Per Cent and Number of Buyers 
of the five leading sellers in Milwaukee (pop. t Number 


pa49 y 33,196 


869,586), four are private label brands (see 
chart). Yet in Appleton, less than 100 miles 


distant from Milwaukee, not one independent 


1948 


brand is among the top nine sellers (see “Fran- Seft Drinks by the Case 
chise Brands Dominate Appleton, Wisc.” in this ' ; 
section). 194 
Furthermore, whereas in Milwaukee 95.2% 
families buy soft drinks for home use, only 80% 
Appleton families do so. The Milwaukee study 
also shows that one of every two families (1) 


buys soft drinks by the case, and (2) uses car- 





bonated beverages as mixers. 


CONSUMER PREFERENCE 
FOR LEADING BRANDS 


Brand ’ ‘ tea 4 ' od 
Graf's | 36.2 B4417T ; 19.8 34,513 OS 5.8 : 2,359 
Coca-Cola 3.8 83,580 0 4 23,786 » AS Be 11,427 
Bon Ton . i. uD) 5,857 } 3. } 4,461 1 1s 3,964 
Roxo ... i he 10,00% i. ‘ 18,992 : 2. 5,364 
Husting . : 15 2.35! rir De 11,893 1 4 6,763 
Pepsi-Cola DB 9,095 : : 3.4 1 9,095 ‘ : 1,431 
Black Bear 2 3,296 ) : 

“Dad's Old Fashioned 2. 4,664 : te 5,130 , , 4,198 
Hanover . ; 1,481 4p 2 1,664 > 4. 798 
T Up... ! E 8,904 a | $,265 
Sky High 3,731 3,636 17 2,56! 3,032 
Hire's ; 4,498 

Canada Dry : t2 8.032 

Sileco . : ’ 3,032 

Squirt: .... 2,382 

Yukon Club l 2,382 

*White Rock 


Don't Know y ‘ y y ; y4 10,494 


Miscellaneou . 20,055 21.136 ; 59 21,22] 





moeepan BIRMINGHAM---A TYPICAL 
GOOD SOUTHERN MARKET 


q, it is true that practically everybody in the 
South consumes soft drinks, then Birminghan 
Alabama (pop. 512,000) is typical. Of the 
OOO families in the metr ypolitan area 
person households excluded i hefty 
buy soft drinks. Furthermore. the axion iquor aht. Among those relatively fe 
family income has a decided bearing on | fo mix soft drinks and liquor Ta p. 
purchases is not true in Birmingham ! ct Y ola. Canade Drv. Buffalo Rock and New 
soft drink consumption is highest among | -, in the order named, the top favorites 
rental families (see chart 

As in many other southert ties, the Birming 
ham market is heavily dominated by colas. The Users by Income Groups 
two leading sellers, Coca-Cola and Royal Crow: 


, oO ent 
Cola, account for more than 80 of al! beverage 


h Yoho OlO ME lclal ai-lale, 94 
$40 to $65 Rent 75. 
$20 to $40 Rent 96 


Under $20 Rent 


gales in Birminghan 


Brand 


(eer: Oe) | 
Royal Crown 
Pepsi Cola 
[Cle lellae) 
Buffalo Rock 


FAMILIES Dr. Pepper 


Orange Crush 


USING SOFT DRINKS ~ Sure 

Upper.10 

is Cclall 

Nu Grape 

Green Spot 

Hires Root Beer 
Don't Know 
malice iit lalsele 

No Second Choice 
is ot Malice & @lalel(a= 


ore than 100 beca 





Washington, D. 6. 94° WASHINGTON, D. C. FAMILIES 
BUY SOFT DRINKS 








“a for other years in this category). Altogether, 
PF ov consumption of all types of soft drinks 7 94% Washington, D. C. families consumed soft 
in the Washington, D. Cg market area increased drinks in their homes during 1949. 
substantially between 1948 and 1949. The Wash Coca-Cola and Pepsi-Cola (see charts) con- 
ington, D. C. market area covers approximately tinued their domination over the cola market in 
341,000 households in the District of Columbia 1949. In the sparkling water field, Canada Dry, 
ind small, adjacent portions of Virginia and which was runner-up to Rock Creek in 1948, 
Maryland. 34% usage against 38%). moved ahead of the 
Cola beverages. purchased by 78% families latter beverage in 1949. However, Rock Creek 
1948, were bought by 81% families in 1949 an independent brand), slightly increased its 
Ginger ale, used in the homes of 71% families lead in the ginger ale field. 
in 1948. was bought by 73% last year. The per Of the other soft drinks purchased by Wash 
entage of families buying sparkling water rose ington, D. C. families, 7-Up, Hires Root Beer 
from 29% in 1948 to 35% in 1949. Other soft ind Tru-Ade are, in the order named, the three 
drinks were purchased by 48% families in 1949 top sellers. Five of the next six runners-up are 
there are no comparative percentages available Rock Creek flavors 
BRAND PREFERENCES 
IN WASHINGTON, D. C. 
GINGER ALE | 1949 1948 
% All % AM 
Brand Homes Homes 
Using Using 
ce COLA | ho Rock Creek 5754 
AN J All Canada Dry 25 27 
Brand Homes Homes Cliquot Club 1] 13 
ing = hy *All Others 1 2 
Coca Cola 58 50 Brand Unknown 8 7 
Pepsi Cola 4] 48 
Royal Crown 8 6 
Dr. Pepper 3 3 OTHER TYPES 1949 
Rock Creek Cola 3 4 %o All 
*All Others 0.5 a — 
Brand Unknown 2 05 7 Up 20 
Hire’s Root Beer 17 
Tru-Ade 16 


B SODA 1949 1948 Rock Creek Root Beer 1 


Yo AM % AM Rock Creek Orange 6 

Brand Hemes Homes Rock Creek Mixer a 5 

Using Using Rock Cree. (unspecified 4 

Dad's Root Beer 3 

Canada Dry 39 34 Rock Creek Grape 3 

Rock Creek 33 38 hog eed : 
Cliquot Club 15 1 on ypes 

Evervess 5 4 ae Root Beer : 

*All Others 5 5 *All Others 7 

Brand Unknown 7 10 Brand Unknown 9 


* Includes all brands used by less thon 2% of those using product in 1949 





INDIANAPOLIS HOME MARKET 
SALES ON UPGRADE 


P RCHASES of bottled soft drinks for home con: have a monopoly on the cola market in In- 
sumption increased for the second consecutive dianapolis, accounting for 97.9% of all cola 
year in Indianapolis, Indiana (pop. 537,264). sales (brand preference charts are not shown) 
88.5% Indianapolis families consumed soft Canada Dry is far and away the leading ginger 
drinks at home during 1949, compared with ale, as well as sparkling water seller, being pur- 
86.7% in 1948 and 82.3% in 1947. The 1949 chased by 73.0% and 77.3% families respec- 
percentage of home consumers of soft drinks is, tively. Barq’s, Hires and Dad’s, bought by 32.1%. 
however, still below the record percentage of 15.9% and 8.7% families respectively, are the 
91.8% in 1946 top root beer favorites. Of the other types of 
Cola is by far the leading flavor in Indianapolis, soft drinks, 7-Up, used by 59.4% families, is the 
being purchased by 81.8% families. Ginger ale, most-purchased. i 
purchased by 28.9% families; root beer by Most substantial individual brand gain was 
19.4%, and sparkling water by 9.3%, are poor registered by Barq’s Root Beer, which as indi- 
runners-up. Other types of soft drinks are bought cated above, accounted for 32.1% of all root 
by 23.0% families beer sales. Significantly, Barq’s had but 18.4% 


Coca-Cola, Pepsi-Cola and Royal Crown Cola of this market in 1948, and in 1947, only 1.4%. 


Of All Families Per Cent Number 
in Indianapolis 1948 1947 1948 1947 


—_— 88.5% 86.7% 823% 91.87 125,643 115,768 128,882 
ALL DRINKS Non-Users 3: 8.2 19'357 241932 11.419 


Users 9.2% 70.1% 93.7% 120,197 114,769 98,631 120,801 
Non-Users ‘ 29.¢ 5. 26,803 30,231 42,069 19,500 


Users 26.95 25.8% : % 42,483 38,973 36,246 32,017 
GINGER ALE Non-Users 3. Y 2 104,517 106,027 104,454 108,284 


Users J 6. 14,647 8,612 9,007 
CLUB SODA Non- Users f 3. 130,353 182,088 131,294 


Users 8% 28,567 22,080 18,010 21,102 
ROOT BEER 2 118,433 122,920 122,690 119,199 


Non-Users 


Users 29 26,757 24,228 25,928 
OTHER TYPES Mem. tluave 118,243 116,472 114,373 





BIG CHANGES 
IN OMAHA BEVERAGE MARKET 


Tus soft drink market in Omaha, Nebr. (pop. 
309,300) underwent important changes between 
1948 and 1949. Home market consumption fell 
off appreciably (from 82.8% to 80.3%), as did 
consumer preference for eight of the ten leading 
sellers. Family purchases of Coca-Cola for home 
'% in 1948 


to 50.7% in 1949—despite marked gains in dis- 


use, for example, dropped from 64.( 


tribution. (Strangely, most other brands which 
dropped in popularity also showed distribution 
gains.) Coca-Cola consequently was replaced by 


7-Up as the top favorite in Omaha. 


Seven-| p 
Coca-Cola 
Hire 
Pepsi-Cola 
*Mason’'s Root 
Vess Cola 
Canada Dry 
Chauot Clul 
Mission 
Dr. Pepper 
Whistk 

bitt 
Harding's Col 
Circ \ 
kKist 
Twin: Cit 
Ideal 
Willow 
B-1 


Only one brand ‘showed substantial improve 
ment in consumer popularity over 1948. Mason’s 
Root Beer, purchased by less than 1% families 
in 1948, was first choice of 10.8% families in 
1949 and became the fifth most popular beverage 
in Omaha. A slight gain in consumer popularity 


was also registered by Mission. 


Per Cent and Number of Families 


1949 80.3 72 989 
1948 R28 68.61 
1947 ) bh. RS 


1946 9.5 65.8 


4] 


94.6 








Appleton FRANCHISE BRANDS 
DOMINATE APPLETON, WISCONSIN 


Per Cent of Number of 
Buyer Femilies Buyer Families 
Brands 1949 1 
Coca Cola 45.7 7,816 
Dad’s Root Beer 16.1 2,753 


: HISE soft drink brands have a monopoly 
on the soft drink market in Appleton, Wisconsin 

the State’s fourth largest city pop. 70,000) 
The nine most-purchased drinks (see chart) are 
franchise beverages, and one of them (Coca 
Cola) is purchased by almost half of the 80% 
Appleton families who buy soft drinks 

That family income has a definite influence or 
carbonated beverage purchases is well illustrated 
in this paper manufacturing city Bottled soft 
drinks are purchased by 84.5% families whose 
incomes are above $7,000; by only 64.2% fami 
lies having incomes of $3,000 or less 

The soft drink market is highly competitive in 
Appleton, with 70 brands vying for consumers’ 


nickels 


Seven Up 
Pepsi Cola... . 


Grapette 

Hires Root Beer 
Kool Aid 

Mission Beverages 
Little Chute 
Nesbit Orange 
Bireley 

Canada Dry. 

Bon Ton 

Royal Crown Cola 
Roxo. . 

Twin Cities... 
Don't Know. 
Miscellaneous 


COLA BEVERAGES 
PREFERRED IN ILLINOIS 


0... of the strongest cola markets in the country 
is the State of Illinois. A survey of 41 Illinois 
cities (not including Chicago) shows that Coca 
Cola, Pepsi-Cola and Royal Crown Cola are 


i 
3.1% Mllinois families who buy 


purchased by & 
soft drinks 

A strong franchise market to boot (14 of the 
15 leading sellers are franchise brands), Illinois 
however Is a below average home consumption 
market. One of every four families represented 
in the survey (383.977) does not purchase bottled 
beverages for home use. The 3 of 4 families who 
do, generally purchase more than one brand, as 
evidenced by the fact that the total of consumer 
brand preference percentages (see chart) is over 


142% 


BRAND 

Coca-Cola 
Pepsi-Cola 

7-Up 

Royal Crown Cola 


Dad's Old Fashioned Root Beer 


Grapette 

Squirt 

Nehi 

Nesbitt 

Canada Dry Beverages 
Hire's Root Beer 
Dr. Pepper 
Canfield 
Par-t-Pak 
O-So-Grape 
Misc 

Don’t Know 


Total Percent 


2,155 
1,419 
~ 1,060 
~ 1,026 
1,009 
958 
~ 787 
$47 
393 
~ 359 
325 
325 
239 
239 
188 
07 


~ 2,189 


PERCENT OF 
BUYER FAMILIES 
1949 
53.2% 
23.7 


© 
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ROYAL CROWN COLA 


NEHI CORPORATION 
COLUMBUS, GEORGIA NEHI FLAVORS 


PAR-T-PAK BEVERAGES 
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BOTTLE CLEANERS — 





Reduce Operating and Maintenance Costs 


One of the important features of the 


Barry-Wehmiller Super ‘‘National’’ multi- 
unit design is its adaptability to all types 
of space limitations. Often the soaker is in- 
stalled on one floor and the washer 
discharge on another floor. Production is 


continuous as in a straight line layout. 


The Super ‘‘National” has a proven record 
of highest bottle cleaning efficiency with 
minimum operating and maintenance 


expense. Soaking, outside brushing and in- 


side cleaning operations are separated into 
single units, assuring simpler, more durable 
construction and more efficient, trouble- 
free operation. Bottle breakage is greatly 
reduced because of gentle operations and 


gradual temperature changes. 


Offered with either brush or hydro washers, 
the Super ‘“‘National” can earn profits for 
any bottling plant. Write for full infor- 
mation and layout suggestions to meet 


your particular requirements. 


1950— Our 65th Anniversary 


BARRY-WEAMILLER: MACHINERY, Co: 


4660 West Florissant Avenue 


St. Louis 15, Missouri 
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Traveling 
Laboratory 
Service in 
Your Plant 


FRIENDLY TRAINED SERVICEMEN, with 
flavor and beverage “know-how,” pre- 
pared and equipped, make tests and 
demonstrations with you on your bot- 
tling line. They're all-around flavor 
technicians with ability and resource- 


fulness. 


IN A BOTTLER’S OFFICE these field rep- 
resentatives don’t “just talk” flavors 
and beverages, but they give on-the- 
spot demonstrations. They are the kind 
of men to whom you can turn for prac- 
tical counsel when problems arise or 


when new or improved beverages are 














needed. 
i >) oss a 
y. pried! CSS 3 CONDUCTING Svaer ROOM TESTS —for 
Ya . ’ —_ flavor, taste, brix, gas, appearance—on 
; any beverage, is welcomed by every 
F ~ Hurty-Peck fieldman. He’s glad to 
* point out and give you ALL the facts, 


so you'll be able to bottle the finest 
beverages, profitably. There’s no charge 


for this helpful service. 





Helpful 
Service 


for 
HURTY-PECK & COMPANY Bottlers 


Makers of Quality ‘‘Superb’’ Flavors 
indianapolis 7, Ind. Santa Ana, Calif. 
July, 1950 69 





WANT TO KNOW WHY? 


Consumers naturally go for carbon- 
ated beverages that taste better. And 
it’s a fact that Merck Citric Acid 
brings out the flavor of a good bever- 
age—makes a good flavor taste better. 


o * * 


Other Merck Products for the Bottler: 


Lactic Acid 
Mineral Salts Phosphoric Acid 
Sodium Benzoate 


Sodium Citrate Tartarie Acid 


MERCK & CO., INC. 


Manufacturing Chemists 


RAHWAY, N. J. 


New York, N. Y. + Philadelphia, Pa. 
St. Louis, Mo. + Chicago, Ill. - Elkton, Va 
Los Angeles, Calif. 

In Canada: MERCK & CO. Limited 
Montreal - Toronto + Valleyfield 


HAA 


erck Citric Acid 
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THIS FAMOUS LaBEL = \ 
TIPS THE SCALES... j 











The famous NuGrape Soda 


name and bottle have been recognized 


TO BIGGER * 
\ SALES! 


and called for by millions for 







the past 29 years. Today more bottlers 
are bottling more NuGrape Soda 


than ever before in its history. 


This will be a prize winning year 





for bottlers’ salesmen. NuGrape is 
offering all of them over 1,000 prizes 
they can easily earn by selling 


NuGrape. These prizes are in 





addition to our regular bang-up 
advertising and will not cost our 


bottlers one penny! 


NuGrape Soda, the leader in 
its flavor class, offers bottlers golden 


* *,° py gla 
franchise opportunities. ‘gilanta, P09 





Exterior view of the main bottling and administration building, new Coca-Cola Bottling Co. plant at Jackson, Mississippi. 





Make Your Plant Opening 


An Eye Opener 


Properly handled, the occasion of a new 


plant opening can create good will, secure 


@ seveauunnc on the completion 
of a new plant or the addition to 
existing facilities should be fully 
considered by every bottler who 
finds himself in this fortunate po- 
sition. The 


planning can snowball to unbelieva- 


results of thorough 
ble proportions in terms of good 
will, advertising, and effect, not 
only on consumers, dealers, jobbers 
and distributors, but employees, 
stockholders (if any suppliers, 
competitors, and the leaders of the 
community. Proper promotion of 
the new plant can stretch its whole 
some effects over weeks and months 
and provide a vehicle for the at- 
tainment of these objectives: 
1—To better 


standing of functions and opera- 


obtain a under- 


tions among employees, their fam- 


72 


publicity and build sales. 


ilies and their friends; to educate 
the local community leaders, com- 
petitors, suppliers and others on 
the company’s facilities and _ pol- 
icies. 

2—To secure publicity. Special 
stories can be slanted for the local 
daily papers, for trade papers in 
its own and in the fields the com- 
pany serves, such as the grocery 
trade journals 

3—To build sales. The story of 
the new plant can be simply told 
and well illustrated in booklets and 
brochures to be distributed by the 
routemen, and to serve as a theme 
for newspaper and radio adver- 
tising. The same booklet or per- 
haps a more elaborate one can be 
throughout the 


distributed com- 


munity to bankers, teachers, and 


professional people. Copies can be 
slipped into cartons or cases to 
reach the homes with the story of 
the new facilities and better prod- 
ucts and service they will help pro- 
vide. Pictures taken at the dedica- 
tion (and they should be profes- 
sionally handled) can be duplicated 
in quantities for distribution to in- 
terested parties and for use in ad- 
vertising, and publicity stories. 
Practically, the avenues of ex- 
ploitation of the new facilities are 
almost limitless. They do not need 
to be confined to the short period 
of time encompassed by the open 
house days or week. The open house 
celebration is the opening gun in 
the campaign, and should itself be 
carefully planned for maximum re- 
sults. Experience has shown that it 
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A PUBLIC RELATIONS STUDY 





is best to divide it into two general 


sections: 


1—-A period for the press, indus- 
try leaders, local business leaders, 
community officials, suppliers, close 
friends of the management, em- 
ployees, stockholders and others of 
a like nature 

2—An open house for consumers 
and dealers. 

Both sections, of course, are fea- 
tured by conducted tours of the 
plant, in which the management 
and employees serve as guides. Ex- 
planatory signs over the various 
units in the bottling line are help- 
ful. If possible, although not al- 
ways practical, the lines should be 
in operation. Arrangements for re- 





Near the end of their tour of the new plant, visitors viewed 
a caser packing the bottles before the finished product is 
taken to trucks or stored in the warehouse. 





President and Mrs. Zach Hederman, left. of the Jackson Chamber of Com- 


merce, City Commissioner ‘Sunnie’ Withers, Dr. 


R. Bowman, plant 


president, and City Commissioner and Mrs. D. B. Sharron, “have a Coke” 


after a tour of the new plant. 





freshments should include other 
products besides soft drinks made 
in the plant, and they should be 
placed at the point where the tour 
terminates, usually the stock room. 
Piped music, or an automatic rec- 
ord player, is useful and entertain- 
ing. 
Publicity 
graphs should be ready for the 


press 


stories and _ photo- 
either in 
packet form or so arranged that 
the editor or 


representatives, 


reporter can make 
selection. The 
should include a history of the com- 
pany and sketches of its major offi- 


his ‘own stories 


cials, besides the obvious facts of 
the new facilities. Souvenirs of the 
occasion, if provided, should be use- 


ful ones—a good suggestion is a 


recipe booklet showing the many 
uses of the company’s soft drinks. 
In arranging the tour of the plant, 
precautions should be taken to pro- 
vide an unimpeded traffic flow, and 
all necessary safety measures to 
eliminate danger to the visitors. A 
stocking on the 
rough edge of a pallet will take all 
the joy out of the tour for that 
particular feminine visitor! 


nylon snagged 


Of necessity, these must be gen- 
eral suggestions and recommenda- 
tions. Specific instances sometimes 
bring forth individual requirements 
which can only be solved on the 
spot. But after investing many 
thousands of dollars in building a 
new plant, or in improving an old 
one, there is absolutely no reason 





Here visitors study the “electric eye” mechanism (right) 
which inspects each bottle of “Coke” to protect customers 
from impurities. 
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why this milestone in the progress 
of the business should not be used 
to further its future. 

For instance, the forty-six year 
old Jackson (Miss.) Coca-Cola Bot- 
tling Co. recently opened the doors 
of its new plant (as _ illustrated 
here) and promptly attracted and 
welcomed over 10,000 Jackson citi- 
zens. At the public ceremonies, Dr. 
C. R. Bowman, president of the 
company, was congratulated by a 
local minister, the president of the 


Chamber of Commerce and several 
city commissioners. He in turn was 
host to them and many other city 
officials and business leaders, and 
a large cross section of Jackson 
citizenry. Together with Frank W. 
Johnson, his assistant in the direc- 
tion of the company, and the firm’s 
employees, the visitors were made 
welcome and inspected the big, new 
sparkling plant which is capable of 
producing 1,000 cases an hour. 


The new structure, which took 
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“We save BIG Money 
with the Oakite Steam Gun. 
It cuts our cleaning time 








T’S a fact! With the Oakite 
Steam-Detergent Gun you can 

do twice as much cleaning as you 
ever did before by hand. Not only 
that, you can do a much better 
all around job...and save money. 


SEE how easily Oakite Sceam-Cleaning 
gets into hard-to-clean, recessed areas. 


With the Oakite Gun you've got the most powerful weapon for fighting 
grime. At the mere twist of a valve you can release u potent mixture of wet 


steam and cleaning solution. 


The Oakite Gun can be carried anywhere for indoor cleaning of conveyors, 
loaders, tables, floors. For outdoor cleaning of loading platforms, bottle 
cases. For cleaning and degreasing in connection with automotive main- 
tenance and repair. You can also use it to strip paint. Send for FREE 
folder F 7338 giving the facts on low cost Oakite Steam-Detergent Cleaning. 


No obligation. 


OAKITE PRODUCTS, INC,, 264 Thames St. NEW YORK 6,N.Y. 


OAKITE 


SPECIALIZED INDUSTRIAL CLEANING 
MATERIALS - METHODS + SERVICE 


Technical Service Representatives in Principal Cities of U.S. & Canada 





18 months to build, contains 100,- 
000 square feet of floor space, and 
is equipped with efficient and func- 
tionally beautiful machinery. The 
plant, reputed to be the largest in 
the State, comprises six buildings 
on a nine acre plot. A 100 foot 
plate glass window extends the en- 
tire length of the bottling room, to 
allow inspection from the street. 

Dr. Bowman carefully planned 
his opening for immediate effect 
and future results. He provided 
free busses for visitors to the open- 
ing, arranged for a broadcast with 
the local radio station, made the 
event colorful with a Marine color 
guard, informed the newspapers 
and the trade press. (The pictures 
were specially made for N.B.G.) 
Area newspapers gave the new plant 
reams of publicity and the Jackson 
“Clarion Ledger” commented: 
“Coca-Cola’s position in the com- 
munity as a constant contributor 
to civic welfare, through the me- 
diums of payrolls, public service 
and charitable contributions, make 
the opening of this new plant on 
Highway 80 an event of interest 
not only to the city of Jackson, but 
to the entire trading area surround- 
ing the city.” 

Plant openings and “open house” 
events (the latter can be dedicated 
to a variety of purposes) should 


therefore be staged with these prin- 
ciples in mind: 


1—The value and importance of 
top-notch photographs in publicity 
and advertising. 

2—-The importance of determin- 
ing worth-while objectives to be 
attained in a dedication, using the 
event as a lever for good public 
and consumer relations, rather than 
as an end to itself. 

3—The necessity of whole-heart- 
ed cooperation and __ intelligent 
planning by management. 

4—The value of careful, detailed 
plans to insure the success of the 
program, plant tours, open house 
and publicity. 

5—The “bonus” promotion gained 
through exploring and utilizing all 
potentially-profitable 
publicity. 


avenues of 
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Friendly Selling 
Built This 


200,000 Case Business 





Small town plant does 
big-time job of making 
friends of its customers. 


@ viesratine its twenty-fifth an- 
niversary with a move to new 
quarters and the installation of a 
completely new plant, able to han- 
dle 1000 cases a day, Mt. Kisco 
Bottling Co., Mt. Kisco, N. Y., is 
making ready for another quarter 
century of its unique, friendly 
neighborhood service. 

A root beer formula started this 
business in the early twenties as 
the result of the enterprise of 
Maria DiMicco, mother of the three 
DiMicco brothers, Charles, Joseph 
and Ralph, who are the present 
managers of this family-owned 
business. Their readiness to serve, 
friendly cooperation with the cus- 
tomers and willingness to be part 
of the community completed the 
job 

Charles is the salesman, Joseph 
manages the plant, Ralph attends 
to inside affairs and takes a hand 
in selling as well. Together they 
make the perfect brother team that 
has made a model-bottling plant 
out of an original investment of 
$175. Actually they had more than 
just a formula. They had grown 
up in Mt. Kisco and knew the 
market. Moreover, their market 
knew them and, willing to cooper- 
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Mt. Kisco Bottling Co. is housed in this attractive renovated building. 
Plant has its own railroad siding. and is less than a mile from the heart 
of town. 








A complete Liquid bottling line laid out for straight-line production 
turns out 200,000 cases yearly of a well-rounded line of flavors in three 
bottle sizes. 
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\ .and Lots Lower 


The New HERMAN 
BOTTLERS’ BODY 


HERMAN ...the Biggest name in 
Bottlers’ Bodies gives you a brand 
new body .. . lots more pay load 
capacity on the same size chassis. Your 
driver salesman can SELL MORE each 
trip...more money for you. Top deck in easy 
reach . .. no strain on the driver salesman . . . more 
speed on deliveries. They'll like these HERMAN feaures. 


Get the details — write today. You too can carry more cases on same size chassis. 


“BUY THE BEST FROM THE LARGEST BODY BUILDER” 





Please send me literature and facts about HERMAN 
BETTER BUILT BOTTLERS’ BODIES 





NAME AND TITLE 











FIRM 


ADDRESS 


amt: ee oT | 4400 CLAYTON AVE. + ST. LOUIS 10, MO. 
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ate, they had the cooperation of 
their prospective customers. Wise 
to this personality asset they have 
taken good care not to lose it. They 
are still working hard at strength- 
ening it in numerous ways. 

Just how it is done is not always 
readily apparent, because this busi- 
ness of building local goodwill is 
a mosaic of many pieces, each of 
which must be fitted into the right 
place before the total picture can be 
seen. 

It starts with the wholesale cus- 
tomers, the owners of the grocery 
and delicatessen stores and the nu- 
merous restaurants and 
that are served by Mt. 
tling Co. All are 


taverns 
Kisco Bot- 
visited at least 
once a week personally by one of 
the brothers, and their orders are 
attended to immediately the day 
following. While stores are cooper- 
ating in holding to regular delivery 
schedules and, thereby, help to re- 
duce the cost of distribution, Mt. 
Kisco will go out of its way in get- 
ting stock to badly pressed dealers, 
if the thermometer rises unexpect- 
edly or 


during other unforeseen 


rush periods. Every customer is 


important. Everyone is treated as 
a friend of the house. 

But even the best dealer coopera- 
tion, regardless of how helpful it is 
in across-the-counter recommenda- 
tion, cannot do a lasting job, unless 
the consumer can be won over. The 
community life of a sales-territory 
such as the Northern part of West- 
chester County and Putnam County 
of New York, 
Voluntary fire 


is extremely varied. 
departments serve 
the multitude ef villages, town 
areas. 
Each of the schools has its P.T.A. 
There are Garden Clubs, the Dis- 
trict Nursing 


centers and less populated 


Association, 
Women’s Clubs, young and older 


men’s associations, church auxil- 


iaries, the veterans, political or- 
ganizations, tax payers and other 
civic groups which, in the course 
of the year, have their annual af- 
fairs, fund drives and similar cel- 
ebrations. All offer 


for goodw ill 


opportunities 
They are 
willingly and intelligently utilized 
by the DiMicco brothers. 


building. 
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The rule is that each deserving 
group must have the support of 
the firm. This may consist of a 
monetary contribution, a free gift 
of merchandise, or selling a limited 
quantity at a special price. Which 
of the three, depends largely upon 
the circumstances of the case. 
Monetary gifts, 
the form of an advertisement in a 
charity 


occasionally, take 


program or similar pub- 
lication. 
While there is no hard and fast 


rule, the general practice is that 


merchandise gifts, or sales at a 
preferred rate, should not be made 
where they are likely to interfere 
with the sales chances of one of the 
dealer customers of the firm. A 
monetary contribution is made in 
such a case, leaving it to the or- 
ganization to make their purchase 
of beverages for the entertainment 
of its members from wherever they 
please. 

other associations 
often prefer to do their own cater- 


Civic and 


ing and to purchase their beverage 








HEADQUARTERS for 
Compact, Inexpensive Bottling Equipment 


For Still Drinks! .. . 





. . . for simplicity of design .. . for trouble-free 


performance . . , for sound value . . . for handsome 


Compare! 


for bottling fruit drinks, chocolate and other non- 


carbonated beverages. 


Illustrated above is the MS 10 tube filler, complete 
with MS engineered conveyor, polished stainless 
steel base. Capacity 120 cases per hour. Avaiiable 


in a variety of sizes and capacities. 


write to... 


MACHINERY 


633 E. Main Strcet 


appearance . . . and you'll choose MS Equipment 


aan VON COMPANY 


Louisville, Kentucky 














requirements. Mt. Kisco Bottling 
is ready in such cases to help 
them with the loan of coolers and 
dispensers, subject of course, to the 
availability of the equipment. The 
demand for coolers is considerable, 
especially during late summer when 
the fire companies have their an- 
nual parades. The DiMicco brothers 
try to be helpful. They do not in- 
sist that only their goods be used 
where they make a contribution to 
the festivities. All they want is 
an even chance with everybody else. 

Besides cooperating with these 
official and semi-official community 
groups a great deal can be done in 
“solid” with 
the ultimate consumer. There are 


making a beverage 
few days of the week when some 
of the equipment is not out in the 
homes of the district to add to the 
success of a party, or a family cele- 
bration, anniversary, private fes- 
tivity, a picnic, etc. A slight serv- 
icing charge is-made in such in- 
stances where the case requires. 
This feature of helping the con- 
sumer is very helpful, in turn, to 
the retailer who makes the sale of 
“victuals” for the party and either 
sends the customer to the Mt. Kisco 
Bottling Co. or takes care of the 


delivery and return of the equip- 
ment himself. Mt. Kisco Bottling 
will do it, if time can be found. 


Community feeling and neigh- 
borhood spirit has also been en- 
listed on behalf of the products of 
Mt. Kisco Bottling plant by the 
happy selection of its trade mark, 
“Kisco” brand beverages. The vil 
lage, (Mt. Kisco still is a village 
although a fairly extensive one 
advertises the product and the prod 
uct, in its turn, makes known the 
village to the considerable benefit 
of its stores, professional men and 
the community as a whole 
Knowing from the _ beginning 
that this local goodwill and their 
intimate relations with the terri- 
tory’s retailers would be their prin- 
cipal asset in their venture, the Di- 
Micco brothers also realized that 
they could not expect the continued 
support of their many friends in 
the trade, unless they gave them a 


good product. They were guided in 
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this respect as much by their own 
observation of their market, as by 
the advice of their prospective cus- 
tomers, who felt the need for an 
easily accessible local supply, match- 
ing in quality and price the na- 
tional brands reaching the field. 
Competing with these they have 
been able from the start to charge 
a higher price for their output 
than is generally the case with 
purely local producers. 


The efficacy of this policy of 
charging a good price for a good 
product has fully proven itself 
through a quarter century’s oper- 
ation. It has enabled the Mt. Kisco 
Bottling Co. to pass successfully 
through the times of the depres- 
sion during the early thirties. 

Of course, friendship and good 
service alone, even when backed by 
the best of products, does not make 
a growing market for any kind of 
beverage. 


Always in close contact with its 
market, Mt. Kisco Bottling could 
take care of its shifting moods 
quicker than outside competition. 
As a result, the Kisco beverage 
line covers today a wide range of 
products, each of which has come 
into existence because it was 
wanted by their trade. Ginger Ale 
and Kisco Royal Club Soda lead 
the procession. Root beer, as the 
founder’s product of the line, still 
is much in demand. Other good 
sellers are: Orange, cream, sarsa- 
parilla, lemon, grape, birch beer, 
Kiscola. 


Specialty drinks are readily added 


cherry, coco cream and 


as asked for 


Limiting themselves to a compar- 
atively small territory has had the 
advantage that it has permitted 
a solid coverage of every worth 
while outlet while the compara 
tively large variety of the products 
handled by Mt. Kisco has given its 
customers all the advantages of 
dealing with a large producer. As 
seen from the plant’s point of view, 
it has made for efficiency in the 
bottling operations while, at the 
same time, cutting distribution 
costs to the bone as the length of 
the distribution 


routes never 1s 


more than what can be handled 
economically. 

Any bottling plant, settling down 
in not yet fully developed territory, 
has of course the advantage of 
growing with its market. When 
Mt. Kisco Bottling Company came 
into existence twenty-five years 
ago North Westchester was still 
farming country, inter- 
spersed with numerous villages and 
hamlets which depended for their 
living upon a farming community. 


largely 


Dirt roads predominated. The pe- 
riod between the two world wars 
has changed all this. Parkways and 
hard paved roads haye brought the 
auto tourist and picnicker. Sum- 
mer colonies are formed and rapid- 
ly turn into self-contained settle- 
ments with stores to supply them. 
While in 1922 only one of the ma- 
jor centers, served by the budding 
bottling company, counted a popu- 
lation of more than 5,000 people, 
there are at least four now and a 
large floating summer population 
raises the potential market with 
the coming of the vacation season. 

Outlets have grown correspond- 
ingly in numbers. Groceries, del- 
icatessen shops, ice cream and soft 
drink parlors, drug store fountains 
have doubled. The old fashioned 
road side stand on the other hand, 
is going out, though, and is re- 
placed by a growing number of 
well appointed restaurants serving 
both food and beverages. 

Each of these changes in the 
plant’s market has had its effect 
upon production policies 

Plant capacity had proven insuffi- 
cient for a number of years, mak- 
ing the recent move to new quar- 
ters practically unavoidable. The 
new plant has all that a modern 
bottling works can wish for. 
Housed in a large two-floor struc- 
ture it has its own railroad siding, 
a built-in covered loading platform 
and an ample yard to permit easy 
handling of the firm’s five trucks. 

Approximately one half of the 
50 ft. by 140 ft. main floor of the 
structure is occupied by the bot- 


tling department. The remainder is 
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REG. U.S. PAT. OFF. 
© 
emon Lime 


Soda 7m 
| Nefty for 1950 


4 You'll be enthusiastic . . . you'll be excited 
; about the absolute deliciousness of NIFTY 
‘ Fruit Flavors. They'll open up new business 
| for you. Order a trial gallon of 
each ... and see for yourself! 










PINEAPPLE 


Packed with ripened pineapple-flavor. 
Tremendously popular. A 1-16 con- 
centrate. 


BLACK CHERRY 


A sensational honest - to - goodness 
Fruit Flavor made from real fresh 
cherries. 4 oz. Product. 


BLACK RASPBERRY 


Terrifically popular because it's made 
24% from delicious fresh berries. 4 oz. 
a Product. 


BOTTLED UNDER YOUR OWN NAME — IF DESIRED 
©@ CROWNS AVAILABLE 
@ BOTTLES AVAILABLE © ADVERTISING AVAILABLE 


B-1 BEVERAGE COMPANY 


4000 LINDELL BLVD. 
SAINT LOUIS 8, MISSOURI 


SALIENT FLAVORING CORP, tee ton'z ny 
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ROTTLERS discover that more 
flavor “comes through” when 
Cerelose is used in the syrup 
blending. Naturally... for 
Cerelose is dextrose, a natural 
sugar found in mature, well- 
ripened, flavorful fruits. For a 
“high conversion” corn syrup, 


—_ 
use Puritose. 


Cerelose and Puritose are registered trade 
marks of Corn Products Refining Company, New 
York, N. Y 


dextrose 


foo 
°-tneecy SuGae 


Cony 


to 
Overs op, 
“ine co 


Full technical service, no obligation 


CORN PRODUCTS REFINING COMPANY, 17 BATTERY PLACE, NEW YORK 4, N. Y. 
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Being good neighbors has made friends—and produced business—for the three DiMicco 


brothers, Joseph, Ralph and Charles. 





used for store rooms, plus a huge 
cool storage chamber, sufficient to 
accommodate 1,000 barrels of beer 
to serve the beer distribution 
branch of the firm. 

Bottling plant equipment, newly 
bought, consists of a Liquid wash- 
er, filler, carbonator and water 
cooler. A well equipped sirup room 
is placed upon the second floor of 
the plant. Water is supplied from a 
240-foot drilled well. 

Proud of their new plant and 
well founded in the advantages of 
good public relations, the DiMicco 
brothers 
manent invitation to all their local 


have extended a _ per- 
friends to come and pay them a 
visit. Customers placing orders, in- 
dividuals coming to borrow a cooler 
for a party or any other equipment, 
will be able to view bottling oper- 
ations as they pass from the main 
entrance of the plant into the 
office. 

The commercial operations of 
the Mt 


today 


Kisco Bottling Co. cover 
fields: the 
manufacture of soft beverages, the 


three distinct 
sale of beer in kegs and packaged 
form and the distribution of spring 
water to offices and institutional 
consumers. 

Soft drinks came first in the 
company’s plans. Beer distribution 
followed as the natural result of 
the demand coming from the firm’s 
customers, including the growing 
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grocery and delicatessen clientele 
and the many new restaurants and 
taverns that required speeded up 
service. The sale of spring water 
became a “natural” following the 
drilling of the new well and will 
be extended with the aid of sub- 
distributors by the usual procedure 
of installing electrical coolers and 
keeping them supplied, as required, 
by the customer. 

Each constitutes a definite step 
in the development of the firm. 

DiMicco brothers have found the 
combination of selling soft bever- 
ages alongside of beer satisfactory 
and helpful in building up their 
connections. Starting at a small 
scale they are handling today seven 
lines of imported and domestic 
beers, concentrating heavily upon 
premium brands as the most fitting 
companions to their own well- 
priced beverage line. 

Kisco brand beverages were orig- 
inally distributed in the conven- 
tional 7 and 12 oz. sizes. However, 
as home entertaining expanded in 
the middle of the thirties, quart 
bottles came in increasing demand 
with the leading retail outlets. Mt. 
Kisco was quick to adopt the new 
fashion and quart bottles constitute 
now approximately 50°7, of the out- 
put. 

Like almost every bottling works 
supplying a local market Mt. Kisco 
Bottling Company has had, and 


still has, its publicity headaches. 
Good contact work has helped to 
smoothe the road, but advertising 
remains a problem. 

Mt. Kisco is located at the fringe 
of the Greater New York market 
with all that such a location implies 
in big city domination of its market 
field. The New York dailies are 
freely throughout’ the 
region, but are, of course, entirely 


selling 


too costly for a business seeking 
merely local coverage. 

Smaller local dailies and week- 
lies are not evenly distributed, or 
at least were not twenty-five years 
ago when Kisco made 
their first bow to the various com- 
munities of North Westchester and 
Putnam County. Today this situa- 
tion is much improved. The local 
papers are gaining strength and 
straight advertising can be em- 
ployed with a fair promise of suc- 


cess. 


products 


Point-of-sale publicity in the 
form of show cards has proven 
of good value, and radio has been 
given a try-out by way of one of 
the minor stations making a strictly 
local appeal. 

Fully conscious of their adver- 
tising handicap, the 
value of their new building has 


advertising 


played a considerable part in its 
selection by the brothers. 

The new plant is located at the 
one and only railroad line serving 
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NIAGARA BOTTLE WASHER sae 


“Custombilt’ es « « can handle any size bot- 
tle from 4 ounce to 5 gallon! Widely used by bottling 
plants, food companies, mineral water, fruit juice, 
bleach and wine bottlers. 
¢ Available in several capacities and sizes. 
Expertly designed and engi ed. No jets to clog, solution 
renovator filters solution water every few minutes and dis- 
charges contamination. Two compartment; makes its own 
rinse pressure; saves water. Completely welded, no castings, no breakage. 
e Write for complete details. 


NIAGARA BOTTLE WASHER MFG. CO. 


225-27 FIRST STREET TOLEDO 5, OHIO 











the village and carrying thousands are confident that they will have They are sure, though, that, what- 
of commuters from their homes to the support of their community in ever they will do, nothing will 
New York City making their new plant an even change the fundamental service 

Landscaped and floodlighted at more active part of the neighbor- practices and the close cooperation 
night the building will be at work hood than it has been in the past. with their market that have been 
advertising Kisco brand beverages How it will be done, they hesitate the dominating factors in carrying 
twenty-four hours around the to predict. Because, serving a grow- them from the tiny one room plant, 
clock. ing market, it will be the market where they began, to their present 

The DiMicco brothers have un- rather than themselves that dictates one that misses nothing that a well- 
bounded confidence in the future the policies that can increase the equipped bottling works should 
of the soft beverage trade and demand for Mt. Kisco beverages. possess. 
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SAVING 
PACKING 
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ACTION 


Don't be too late for 
a Sun Spot Franchise. 


Protect your territory... 


ORE See Ey = = HOW TO SAVE STORAGE SPACE 


In compact, flat bundles, American 
partitions can be stored in a third 


IT’S MADE WITH } of the space of ordinary partitions. 


Real Orange Juice / i veel | 


WRITE—WIRE—NOW! a i PARTITION CORPORATION 


SUN SPOT COMPANY of AMERICA 


1520 Ridgely St., Balto. 30, Md. * Western Office: Long Beach, Col 
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PurtrHs @ 


Persuasi 
Veleo Salesman 


TO WORK FOR YOU...! 


PELCO sanitary, dry-type electric 
beverage coolers are gleaming 2 


super-salesmen! Put them to ; 
work for you to boost your 
beverage consumption. De- | 












‘8 4) 
pendable, fast-chilling PELCO | ( 0) eke 


coolers are available NOW in 
ELECTRIC BEVERAGE COOLERS 


authentic franchised colors. 


Manufactured by a Leading Panini 
in the Refrigeration Industry 
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Sanitary, Led Wpe Electric 
BEVERAGE COOLERS 





Stainless. steel lift lid 
Tank dimensions Stainless steel 


Length 38 seam welded tank 
Width 22 
Depth 15'4 . J 


Rubber lid gasket | 
assures tight seal | 





PELCO Model 510-E 


Compartment dividers 
7.36 cu. ft. capacity 


ore sanitary dry-type 
hall t 
c s 6 cases standing plate evaporators 


aS 
BI 


1 5 H. P. hermetic unit. 


or 10 cases corded 
bottles 


Outside dimensions 


Length 43 4 ) 


Width 27 ( 
Height 36 






Reddy to plug in. 





Efficient insulation 
22 Fiberglas in 
sides; 3° Fiberglas 
on bottom 


ee ee ae 


Dupont Dulux baked 
J finish. Zinc-coated and 
Bonderized steel 





Heavy angle iron base 
Cross braced. 
Electrically welded 














steel cabinet 







Adjustable cold control 
eA) fit to meet your cooling 
3 needs. 

Approximate weight 


. 270 Ibs. 


PELCO Model 530-E PRODUCTS OF 
tow REFRIGERATION DIVISION 


© Huge capacity 7 ft. cooler over condensing unit, each 14 
oth compartments, each 28 dee 

© Bottle capacity: 42 cases 7 o7 or P Pp PORTABLE ELEVATOR MANUFACTURING CO. 

bottles. 30 cases 12 oz. bottles *® Approximaté weight: Crated 630 BLOOMINGTON 6, ILLINOIS 
Ibs. Uncroted 560 Ibs 

© Outside dimensions: Length 84 

Width 27 Height 36 ® Approximate capocity, 23 cu. ft 

Su Tank dimensions: Length 78% e Y H. P. hermetically sealed con- 


Width 22 Depth, two compartments densing unit. Ready to plug in Form No. P12—75M—1/50 Printed in U.S.A 











SAN 
FRANCISCO 


“IVIC CENTER 








Washington, D. (¢ 


q il nprecedented 
Mansheld 


mittec 


iMNnounce 


chairman of th 


informed the trade 
Beverage Exposition will be 
12, 1951 


apital—the 
! 


week beginning Nov 
ing in the nation’s « 


ington——will be announced early 


is to the locale of 
Unusual 
Mr. Mansfield explains as 

The A.B.C.B. has 


could hold this import 


The decision 
vance 1s unusual 
follows 
b en 
ime when 1 
not cently 


our country, but until re 


been available 


National 


our 1951] 


facilities of the Guard 


Exposition meeting in 


ing one 





ment 
issociation s ( onvention I xposition ( om 
that the 1951 
held in Washington, 
Detailed plans for the 1951 gather 
first time 


next 
too 1s the sele 
looking 
With ample hotel space promised to us and the exhibit 


Armory 


Washington should be 


Now. 12-16 in 1951 


A.B.C.B., through Thomas | 


National 


during the 


Convention and 


Bm < 
that it will be held in Wash 
year 
the 1951 so far in ad 


Washington 


convention 


tion of which 


forward for many years to the 


ant national event in the capital of 


have the necessary accommodations 


reserved for the Beverage 


an outstand 








Ws the Show virtually sold 


out, 76 hotels selected and approve d, 


reservations are now being ac- 
cepted), pre-convention and post 
convention tours around the United 


States and to Hawaii arranged, 


and portions of the convention pro- 
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gram itself set, little remains to be 


make the San Francisco 


done to 


national Convention-Exposition an 


outstanding one, provided it gets 
the anticipated attendance 
And this it should have. The 


bottlers will be in the concluding 


*°-s0-a & 


Ane 
POWNTS Gage / 


critical 
and the 
present speakers, 


months of a very year in 


the trade’s history conven 
tion will forums, 


discussions and planned activities 
on the part of the national associa 
tion which will help bottlers inter 
pret conditions and correlate them 


with their individual positions 
From a purely business standpoint, 
the Ex 


position (the latter will have heavy 


therefore, Convention and 


machinery and equipment on ex 


hibit for the first time in two years) 
From 
National 


West Coast gathering is a perfect 


must” for every bottler 


isa” 


a pleasure viewpoint, the 


opportunity to add on a few days 


or even weeks and turn it into a 


splendid vacation. San Francisco it 


self is well worth the trip, but when 


it can be combined with visits to 


the many attractions man-made 
and natural—of the Pacific coast 
and far West, the opportunity 
should not be missed 


In this respect, it is interesting 
to examine the 
ranged by the United States Travel 


., With 


very fine tour ar 
Agency of Washington, D. ( 
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Robert Garrison 
Quality Bottling Co 
Seminole, Oklahoma 
Mrs. R.N. Henley Double-Cola Bottler 
Kist Double-Cola Bottling Co for 13 years 
Macon, Mississippi 
Dan Schwalb Double-Cola Bottler 
Double-Cola Bottling Company for 2 years 
Jackson, Tennessee 
Double-Cola Bottler 
for 10 years 


Butler Derrick 
Double-Cola Bottling Co. 
Florence, South Carolina 

Double-Cola Bottler 


fom Asbury 
for 4 years 


Double-Cola Bouling Co 
Columbia, South Carolina 
Double-Cola Bottler 
for 4 years 


DOUBLE 
COLA 
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the official sanction of the A.B.C.B. 
see box It covers an amazing 
amount of territory and points of 
interest in less than three weeks, 
including the full week in San 
Francisco devoted to the Conven- 
tion-Exposition at a very low cost 
A.B.C.B. has also made arrange 
ments with the Matson Line for a 
post-convention cruise to Hawaii 
Full particulars can be secured 
from A.B.C.B., 1126 Sixteenth St., 
N.W Washington, D. C 
Many bottlers will remember the 
national convention of 1939 in San 
Francisco. This metropolitan city 
has grown in size and importance 
leven years, and will 
and exciting experience 
even to those who have visited it 
before 
There is so much to see, to do, 
in this fascinating city 
Swing aboard one of the cable 
cars and high you go, up the hills 
Buy flowers from the colorful side 
walk flower stands. Explore fabled 
Chinatown -—-where America seems 
suddenly to be six thousand miles 
iway. Visit the Oriental telephone 
exchange where calls are 
the subscribers’ names _ instei 
by numbers 
Don’t miss Fisherman's Wharf 
an bit of Naples to the eve, a bit of 
heaven to your nostrils, if you love 
fresh seafood. Drive on down the 
Marina, view the gay boats in 
Yacht Harbor. Survey the city by 
night atop Telegraph Hill where 
vou can se¢ both great bridges 
Alcatraz seemingly so close! Treas 
ure Island, Russian Hill, Nob Hill 
all of the city spread before yout 
feet 
You, shouldn't leave San Fran 
cisco Without a visit to the Golder 
Gate Park whose thousand acres 
are a paradise reclaimed from the 
sand dunes. This, the place where 
a local newspaper in 1880 said, “a 
blade of grass cannot. be raised 
without four posts to support it,” 
is now one of the beauty spots of 
the world-—a garden of drives, lakes 
groves. Here can be found the 
Young Museum, rare and color 
al fish in the Steinhart 


Aquarium, the remarkable African 
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THE 
Sparkling Beauty of 


REED GLASS 
and Reed Applied 
Color Lettering 


WIN MORE ATTENTION 
PRODUCE MORE SALES 
FOR YOUR BEVERAGE! 


The EXTRA STAMINA of 
Reed Glass keeps your 
bottles rolling, trip after 
trip, cutting replacement 


costs! 


With Reed's A-C-L process, 
your label is fused right into 
the glass itself, where the 
colors and letters remain 
bright and clear .. . through 
endless soaking, washing, 
sterilizing and handling 
Write today for informa- 
tion On our standard or spe- 
cial molds to meet your 
requirements. 


HESTER 11 








Colorado Rockies. 


sightseeing. 


Dance at Biltmore Bowl. 


Tovar Hotel. 





Unusual features include: 


Round-trip first class transportation. 
Air-conditioned special through Pullman equipment. 
Deluxe lounge. vista dome, and dining cars. 
Your choice of tempting table d’hote menus. 


All meals Chicago back to Chicago during the trip except dur- 
ing stop-over in San Francisco and Los Angeles. 


Seeing the Royal Gorge and Hanging Bridge in the heart of 


Officially Approved A.B.C.B. 


Convention Special Tour 


Two half-day sightseeing trips in Salt Lake City. 

Hear the famous organ recital in the Mormon Tabernacle. 
Two days and two nights in beautiful Yosemite National Park. 
All meals included in Yosemite at famed Ahwahnee Hotel. 
Sightseeing tour of Yosemite Valley. 
Stop-over in Los Angeles for two nights and one day visit and 


Deluxe accommodations at Biltmore Hotel including Dinner- 


Stop-over at Deluxe Mission Inn in Riverside, California. 
Full day sightseeing at Grand Canyon with all meals at El 


Use of Pullman cars for storing baggage during stopovers. 
Transfer of all passengers and baggage where required. 

All tips for group handling of baggage. 
Services of an experienced representative of the United States 


Travel Agency who will accompany the party throughout 
the trip attending to all details to assure a smoothness of 
operation and enjoyable trip for all. 








collection of animals in the adjoin 


ing Academy of Sciences Building 
You would not want to miss a walk 
Oriental Tea 


that 


through the 
Garden. We 


there for 


nearby 
Suyyest you stop 
a cup of tea If vou have 


Fleish 


outdoor 


drive on out to 
Pool the 


the time, 
hic ke ! 
swimming 
walk 


next to it 


largest 


pool in the world) and 


through the magnificent zoo 
Return downtown by 


way of the residential districts, 
taking the winding road up to Twin 
Peaks the lookout place that shows 
all the city 
ing Bay and Mt 


of San 


Mission 


vou and the surround 


Davidson, highest 


peaks 


church 


Francisco's Stop at 


Dolores, the where 


San Francisco was born, for a quiet 


restful visit to the past 


food is traditional in this 


Fine 


city. Every nation is represented 


One may truly “eat around the 


world in San Francisco”. French 


Italian, Swedish smorgasbord, Ger 
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man, Russian, 


and Japane St 


Spanish, Chinese 


You will have to dis 


cover the that 
you, you must explore the magni- 
take the 
time to find that part of San Fran- 


restaurants please 


ficent hotels, you must 


cisco that pleases you best 


Start your plans now to attend 


the 1950 national Convention-Expo- 


San Oct. 30 


sition in 
to Nov. 2. It 


Francisco, 
will be important to 
you from a business standpoint and 
an excellent 


opportunity to relax 


and vacation 


Eleven Franchises 


Added by Dad’s 


Granting of ten new franchises 
Alaska 
Dad’s Root 


Dad's 


in five States and one in 
has been announced by 
Beer Co., Chicago. The new 


bottlers are: 

Hat 
Bottling Co., 
Bottling 
; Star Bev- 


Spo- 


Clicquot Club Bottling Co., 
Nealer 
Grapette 
Calif 
Diego, Calif.; 


risburg, Pa.; 
Indiana, Pa.; 
Co., Sacramento, 
erage Co., San 
kane 
Wash.; Squirt Bottling Co., 
burg, W. Va.; Binder 
Yankton, S. D.; A 
Works, 
Buckhannon 
Works, Inc., 


Beverage Co., Spokane, 
Wells 
Bros., Ine., 
McAllister 
Johnston, Pa.; 
Bottling 
Buckhannon, W. Va.; 
East Side Bottling Co., Kirkland, 
Wash.; Ketchikan Works, 
Ketchikan, Alaska 


Bottling 


Coca-Cola 


Soda 








CANADA DRY MANAGERS IN ANNUAL CONCLAVE 


Division managers from all Canada Dry company-operated plants in the 
U. S. and Cuba are shown at the conclusion of their recent annual meet- 
ing in New York City. Under the leadership of vice-president and sales 
manager Wilbur M. Collins, standing at rear, the twenty-eight managers 
discussed all phases of Canada Dry operations. with emphasis on pro- 
motion plans for the year ahead, in a concentrated three-day session. 
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KY the All - Family Drink! 


yf 








Since its introduction 
| has made 











THE SEVEN-UP COMPANY, St. Louis, Missouri 


July. 1950 





Labor and Management 


Intelligent cooperation and human understanding 


are needed for the betterment of industrial relations. 


7 HE job of managing a carbon 


ated beverage business today is 4 


highly complex one. Technical and 
scientific developments with respect 
to products and production facili 
ties, increasingly close relationships 
between enterprises, expanding gov 
ernmental controls, complicated reg 
ulations for dealing with organized 
labor these are but a few of the 
ever-changing circumstances that 
continually confront management in 
the carbonated beverage industry 


as well as other industries 


/ 


by EUGENE J. RONAN, 
Associated Consultants & Co. 


The net result is the creation oft 


specialized departments within 


large companies and the doubling of 


activities of the operators of the 


small companies, such as method 


analy SIs produc tion planning and 


control overall coordination ol 


planning, purchasing and produc 


The bottler should utilize a practical sales training program and hold 
sales meetings to keep in touch with the problems of his salesmen and 
to keep the salesmen in touch with his plans 





tion and industrial relations. Each 
department will be operating in its 
own sphere of effort, yet all will be 
coordinated and integrated into a 
working entity known as the man 
agement 

With the economic condition the 
nation is in today, with the major 
ity of companies finished with their 
conversion period following the wai 
and trying to stabilize themselves 
and make the adjustments neces 
sary to compete for current con 
“sume r trade, there is no place for 
politics or political committments 

Political dictation and control of 
private enterprise is comparable to 
pouring oil into water. The record 
says they will not mix. The citing 

illustrations and examples of oun 
drift toward the welfare state o1 
statism, whichever term you pre 
fer, could go on and on. This move 
ment is the fault of nobody but our 
selves. We 


have read volumes of what is wrong 


have listened to and 
with industry or management, and 
with organized labor, never stop 
ping to think that these two groups 
have made this nation what it is 
today 

Constant fault finding and name 
calling have never solved an indus 


trial problem. We have been neg 
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lecting to use the most powerful 
tools in our possession, namely edu 
cation and sound reasoning, where 
they will obtain the greatest results 

This is particularly true in the 
small business segment of the com 
which 
comprises the greater majority of 
This 
affected by 
State 
called 


“creeping socialism.” Its philosophy 


mercial and industrial life 


our tree enterprise system 


very seyment is most 


what former Secretary of 


James Byrnes recently 


and methods of control will soon 


Win Jour 


Your quality product is competing 
for attention . . . help win your 
prospect's favor . . . use Glenshaw 
Color-Print Bottles. 

With colored on-the-glass labels, 
you reflect quality by more attrac- 
tive container appearance! You add 
to the life of your package by 
speeding returns! You build 
up consumer acceptance 
and brand prestige! Ask 
for information. 


dominate our industries unless man- 
agers of companies and the rank 
and file of labor reverse the trend 

The squeeze on the smaller com- 
panies will become greater as time 
goes on, in taxes, increased wage 
demands and pensions, this despite 
the published announcement of fi 
R.F.C. to small 
And it is well not to for 


nancial aid from 
business 
yet that this is an election yea 
The small companies can obtain far 
results for them- 


more beneficial 


selves by surveying their own indi 


GLENSHAW 


COLOR-PRINTS 


cP20 


vidual either 


using company personnel or secur- 


operations, through 
ing the unbiased and unprejudiced 
opinions of competent professional 
firms, to determine the weak or loss- 
producing factors and the strong 
features of the company structure 
prior to determining the necessity 
of seeking possible additional funds 
from private or government 
sources. The tax, wage increase and 
pension demands are problems that 
the small companies are all facing 
and will have to deal with immedi- 
ately, or in the near future 

Generous applications of educa 
tion, common sense and forthright 
reasoning can be used as construc 
tive remedies for the problems fac 
ing industry today. In education we 
have one of our greatest tools and 
I might say reservedly, least used 
Many of the major national prob- 
lems confronting management are 
the results of misunderstanding 
and misinformation, or no informa 
tion at all at the individual com- 
pany level. 

The efficient operation of a plant 
depends, first of all, on the respect 
of the employee for the capacity 
and performance of management 
Employees who know 
fit in the 


where they 
company picture, why 
their work is important and the 
ultimate uses of the products, have 
Work inter 


often caused by mis 


better work attitudes 
ruptions are 
understandings. A good communi 
cations program can minimize this 
possibility. Management and labor 
must realize that they are vital to 
each other and are not irreconcilable 
is both are working toward a com 
mon objective, namely the continu 
ance of their individual companies 
in order to maintain the standard 
all seek 


must be 


of living and security we 

Supervisory personnel 
trained and educated in the phases 
of their responsibility to manage 
ment, responsibility to direct labor 
and responsibility to department 
Failure of the 


company to tell its story to its em 


costs and produc tion 


plovees definitely leaves the way 


open fo misinformation and de 
moralizing rumors 


The ignorance of what manage 


GLENSHAW GLASS co., Inc. ee Glenshaw, Pa. 
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Splitting the fairway, hole after hole, is 
what wins in golf! In bottling, too, consist- 
ency and dependability — hour after hour, 
day after day — keep the bottler out of the 
“rough” of interrupted production, costly 
shutdowns and excessive boule breakage. 


From coast to coast, Liquid bottling lines 
curn in winning scores: fewer shutdowns, 
less time lost for repairs and adjustments 
and significant decreases in bottle breakage. 
Result: high end-of-the-day yields. That's 
why so many Liquid-equipped plants point 
to operating efficiency of from 96 to 97% 
— or better! 

Write for complete information on Liquid Bottling 

Equipment—the only completely synchronized lines 

Ask for Liquid’s new 32-page Bottlers’ equipment 


Catalog and talk over your plans with a Liquid 
Bottling Plant Specialist 








The 
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CARBONI RPORATION 


3110 South Kedzie Avenue ° Chicago 23, Illinois 


A typical example of Liquid’s smooth-flow production is supplied by the Mil- 
waukee Bottling Co., Fort Worth, Texas. Mr. C. L. Barnhart, monager, states 

rhe feature about this equipment that has most impressed us is daily 
performance —the ability to produce to capacity for 8 to 10 hours—day 
after day — with practically no shutdowns or time lost for servicing.” 
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ment really contributes to the suc success if its various phases of human relationships. Common sense 


cess of business results in suspicior management and direct labor will alone will indicate the intelligence 
that frequently finds expression in but apply themse Ives in accordance of applying this reasoning if we are 
criticism of executive salaries. It is with the fundamental principles of to maintain the tremendous indus 
important to explain just where successful production and industrial trial heritage which is ours 

every executive and every depart 


ment fit into the organization, to 


show the tremendous amount of I N T H E N E WwW S 
planning and work that must be 
done to keep goods rolling through 
ill production phases and ultimately 


into the consumer’s hands 


“FIRST” DR. PEPPER 


Prope rly and fre que ntlv told, the 

The first Dr. Pepper bottled with 
the company’s new crown was 
recently presented to the State 
Fair of Texas in a brief cere- 


it story can be easily unde? 
tood, dramatically demonstrating 
the need tor profits to provide the 
incentive and means for progress mony at the parent company’s 
benefiting both employer and em : : Dallas plant. Presentation was 
a ; made by L. M. Green. left, presi- 
plovees The difference between ’ teas By Pp c t I. H 
ent, Dr. Pepper Co., to J. H. 


vyross profit ! profits san 
' pt and | profits and Stewart. manager of the Fair. 


their relation Ss an 
Important ) } picture 
Emphasis needs to be placed on the 
fact that high wages and secure 
jobs depend on high and consistent 
production; that if payrolls had to SCOREBOARD SELLS SQUIRT 


be met out of capital companies 


vould go bankrupt in short order 


= COURT 
If vou in industry really concen ‘2 q 
trate on telling the story of ou \ “— 


economie Vstem 


provided for each 

is, and our communitie it will not 
be long before our major industrial 
problems will be solved 

ference table None of u 


relinquish our standards living 


our tredom of thought Taking advantage of the public's intense interest in the national pastime. 


pression. American industry th Squirt bottlers are currently distributing baseball scoreboards to dealers. 
Designed to provide the retailer with a handy way to keep his customers 
posted on the leading baseball game of the day. the scoreboard has the 
direction can and will lak n Squirt name, character and bottle imprinted in six colors. 


minimum of yovernment control o1 


ary adjustments 


ibor and management 


their required teamwork VENDOR TOY-BANK 
he most efficient utih Now available at leading variety 
erly trained supervi . and department stores throughout 
Whatever problems at ( Cate / the country (at 79c retail price) is 
a this Vending Machine Toy-Bank. 
=e A plastic copy of the Coke V-83 
Vendo coin cooler, the unit holds 
seven miniature plastic bottles 
and makes delivery on insertion 
of any size coin from pennies to 
quarters. Bottles are re-usable. 
Its maker, 20th Century Products 
Co., New York City, can pattern 
similar units after any type of 

bottle vendor 
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the Best consumer spots | 


oy 


= =. 


ey (set your beverage uto =} 


~ 


fre fe rred 


a 


C and ICE 


@ Step up your sales by adding new retail outlets now! Open up 
choice locations easier .. . quicker by offering dealers the com- 
plete QUIKOLD cooler line from which they can select just the 
right model, size, and type to best fit their individual desires and 
requirements. 








Dealers approve of the carefree simplicity — the 
smart modern lines — the quality all-steel rust resist- 
ant construction — the easy-to-keep-clean lustrous 
baked-on finish—and the attractive price of QUIKOLD 
coolers. Thousands of QUIKOLD coolers have been 
in use many years . . . have stood the test of time 
and hard usage. Backed by years of experience and 
a pioneer of the industry. Sold direct to you at money 
saving prices. 

ELECTRIC Why not use QUIKOLD coolers bearing your trade- 
mark in approved colors as the wedge to get your 
drink into new outlets now? There's no need to take 
chances with a limited or untried line. Pick the leader 
—QUIKOLD—and pick up new outlets, more volume, 
more profit. Order now for prompt delivery. 


$2S. Preduets., Ine. 


P.O. BOX 1047 LIMA, OHIO PHONE 9-1031 


\ 


Colorful descriptive Catalog 





will be sent FREE on request! 


De Shitaie and Set 
MAIL COUPON NOW « BEVERAGE e 
COOLERS 


Gentlemen: 
Without obligation, please send catalog 
ond prices on QuiKold beverage coolers to: 


a 


ADDRESS. = 








3» CITY STATE 


qn cn an aoe Gb GaREREnanenen an czas anes an was asanan ad 
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Soft Drinks vs. Other Beverages 


Soft drink consumption rate better than other beverages, but dollar volume lags. 


W 1; the issuance of the 1947 


Census of Manufactures, plus the PER CAPITA CONSUMPTION OF 
national association surveys of BEER, WINES, DISTILLED SPIRITS, & SOFT DRINKS 
1947, 194% and 1949, the soft drink 1860 —1947 


industry has a fairly accurate idea : 
LEGEND 


oer ‘fasbec Wines 


] OISTHLED SPIRITS 
It is interesting, however, to gauge ] seer 
the progress of the soft drink in | QU sort onmns 


dustry against the other beverage 





@ALcons 
+ )40 


of how it stands in relation to sales 


totals and per capita consumption 


trades beer, wines, distilled 
spirits and coffee, specifically 

Included in a 1949 national sur 

of the brewing industry, made 

he Research Company of Amer 

ca, New York City, were several 

harts, herein reproduced, which 


yraphically portray the relative 





tunding of the five industric The es 
$ $ A 
per capita consumption curves 











shown in the chart below indicate 

that whereas wines and distilled distilled spirits, approximately one this respect soft drinks take a mi 
spirits have made little progress, and one-half gallons; beer, 18 gal nority position in that they do not 
both beer and soft drinks have mul lons; and soft drinks, 11 gallons meet or beat the 1934-1947 average, 
tiplied consistently their per capita The chart shows that of the five which the others do. It is significant 
consumption. In interpreting this beverages, soft drinks have made because it reveals the effect of no 
chart, please note that the width of the largest and most consistent per increases in soft drink prices dur 
the graph curve is the important capita gains ing those years on the wholesale 
factor, It will probably be more The other three charts on this level, and but slight increases on 
easily understood if it is pointed out page show the curves of the dollar retail levels, compared to marked 
that the per capita consumption of sales of these products as a fraction increases in the cases of beer, dis 


Wines is approximately one gallon; of total consumer expenditures. In tilled spirits, coffee and wines 


SL Ons 
or oO. ans 


Consumer Expenditure 


Relationships 1934-1947 


PERCENT OF TOTAL CONSUMER EXPENDITURES 


; 


Bucions 
(Tr) 958-1999 avenace = a a 


OSTULED 
SPLRITS. 
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LESS SCRATCHING AND MARRING 
WITH ARMSTRONG’S NEW 
HI-SPEED CROWNS 


One of the advantages of Arm- 

strong’s new Hi-Speed Crowns 

is that they’re scratched and 

marred less in handling, in 

transit, and in crowners. The reason lies in 

the construction of these crowns—the burr 

has been removed from the underside edge 
of the skirt. 

You'll find that these crowns cause less 


THERE’S A SOURCE OF SUPPLY 
NEAR YOU 


July, 1950 


WeWI-SPEED CROWN OLD STYLE CROWNS 


NO BURR ON UNDERSIDE 


The diagram (left) shows how the burr on the skirt edge has 
been eliminated on the underside of the Hi-Speed Crown. Com 
pare this to the diagram (right) which shows the old-style 


crown formation with the burr on the under edge of the skirt 


friction and scraping in crowner hoppers and 
chutes. Flow is more even, with friction re- 
duced on high-speed lines. You get consider- 
ably fewer hang-ups in crowner chutes, less 
dust in crowning machines. 

You can get these crowns immediately at 
no extra cost. Plan to use them on your lines. 
For any further information you might 
want, write Armstrong Cork Com- 
pany, Glass & Closure Division, 6307 ® 
Prince St., Lancaster, Pennsylvania. 


WEST COAST REPRESENTATIVE: JOHN MULHERN CO 
175 13TH ST.. SAN FRANCISCO 3, CALIF 
3236 UNION PACIFIC AVE., LOS ANGELES 23, CALIF. 


116 STH AVE., NORTH, SEATTLE 9, WASH. 


ARMSTRONG’S CROWNS 








Hires Expands Franchise Chain 
Seventeen bottlers in 12 States 
were recently granted Hires Root 

TV TALK ries : 


Beer franchises, according to an 
James W. Ellis. vice-president in 
charge of Canada Dry’s U. S. li ; ‘ ‘ 
cense department. gets a lesson Hires Co., Philadelphia, Pa 


announcement of The Charles E 


in television effectiveness from The 
Mary Hartline, bandleader star 
on the Canada Dry TV show 
“Super Circus.” Already. eleven 
licensed bottlers are co-sponsor ton; Kenton, Ohio; Lewiston and 
ing the show in their cities. Boise, Idaho; Alliance and Gering, 


new Hires operators are lo 
cated at Chillicothe and Moberly, 


Missouri; Bremerton, Washing 


Nebraska; Three Springs, Penn 


sylvania; Ottumwa, Fort Madison 





and McGregor, lowa; Springfield, 
Illinois; Ahmeek, Michigan; Fe 
gus Falls, Minnesota; Binghamton, 
New York; and Logan, West Vir 


vinta. 





Frostie Adds Bottlers 
Steadily expanding its franchise 
organization, The Frostie Company, 
Baltimore, Maryland, last month 
25 % DI SCOU NT reported the issuance of Frostic 
franchises to the following bot 
tlers: 


On All KiSCO The Constead-Stillwell Bottling 


Co., Oshkosh, Wisc.; Frostie Bot 


DIRECT DRIVE tling Co., Joliet, Ill.; Midwest Bot 


tling Co., South Bend, Ind.; Frosti 
Bottling Ce of §S W Georgia, 
EXHAU ST FANS Moultrie, Ga.; Frostie Bottling Co., 
Greenville, Tenn.; Frostie Bottling 


Co., Hartford, Ky.; Crown Bottling 


FOR DEPENDABLE Co., Kittanning, Pa.; Frostie Bot 
ECONOMICAL VENTILATION tling Co., Orlando, Fla., and Frostic 


: sottling Co., Gainesville, Fla 
Smooth! Quiet! Dynamically Balanced! 











An unusual opportunity to save PUSH FOUNTAIN SALES 


substantially on these ruggedly 
built Kisco Exhaust Fans. 


These units deliver a maximum 
of air with a minimum of noise, 
and at the very lowest consump- 


tion of power. 


12 to 30 
INCH SIZES 


Write for Catalog DEF-7 


To stimulate fountain sales in the 
Desiqners end Menvfecturers of Boiler Room, Meeting end Ventilating tquipment Midwest area, Dad's Root Beer 


e e » * Co., Chicago, is offering dealers 

Kisco Boiler & Engineering Co a premium of six ten-ounce 

° Dad's glasses with every case 

ST LOUIS 4. MO of fountain sirup purchased. The 

offer is being supported by di 
rect mail promotion. 


2414 DeKALB STREET 
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ee 
it's exclusively NCG! 


ie nec HIGH 
PRESSURE 


CO, unit’ 








NO OTHER SYSTEM OFFERS 
All THESE FEATURES 


Comp letely AUTOMATIC 


The only control is the off -and-on valve 


Completely FLEXIBLE 


TO YOUR CHANGING NEEDS 
The unit can be expanded or con- 
tracted to conform to changes in your 
requirements 


Completely ACCURATE 


DELIVERY IS ASSURED 


Dve to unique construction of system, 
exact quantity of O: delivered to 
customer is known without weighing 
or metering 


Completely FREE OF 


OPERATING COSTS 

NO installation expense NO op- 
erating time required of your person- 
nel NO maintenance cost 








NATIONAL CYLINDER GAS COMPANY 


Combining all the advantages of other types of CO: 
supply Péce greater economy, efficiency and flexibility 


This is a brand new and entirely exclusive NCG development which 
offers all the advantages of other types of CO, supply ... but with 
added operating economies. And many disadvantages of other 
types of systems are eliminated 

Here’s how it works: COs is delivered in liquid form by NCG 
tank trucks and pumped to permanent banks of cylinders, elim- 
inating all handling. There are no cylinders to exchange, no time- 
consuming loading of dry ice No refrigeration or heating is 
required. No loss by pop-offs due to refrigeration failure. 

Operation of the new, exclusive NCG High Pressure Unit* is 
simplicity itself, and its unique construction makes it flexible to 
changing requirements. A reserve supply, too, is a/ways assured, 
and constant volumes are maintained by the high working pres- 
sures.... This is a “must” for you to look into if your annual 
consumption of CO, is 50,000 pounds or less. Write for complete 


technical and price information today, 


CARBON DIOXIDE 


840 NORTH MICHIGAN AVENUE © CHICAGO 11, ILLINOIS © Brant 
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Address: 270 Madison Avenue, NEW YORK 
16; 3641 So. Washtenaw Avenue, 
CHICAGO 32; 735 Battery Street, SAN 
FRANCISCO 11; and other principal cities. 
In CANADA: Meredith, Simmons & Co., 
Ltd TORONTO and MONTREAL. In 
ENGLAND: National Adhesives, Ltd., 
SLOUGH. 


OF AGHES FOR 


ge veEeR FT 


National’s “Successful Bottle 
Labeling’ handbook — which gives 
full details of modern labeling 
practices — has been approved 

by leading manufacturers 

of labeling machines, 

labels and containers. 


INDODUSTRIALE USE 
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Standard 


company - operated West 


Stations, Inc., 
Cal. Standard OK’s 
Selectives Coast service station chain 

of the Standard Oil Co. of 
California, which has been trying out selective bottle 
vendors in some stops where it previously used 1-brand 
coin coolers, recently concluded its test. H. R. Mc- 
Feeters, manager of the merchandising division, told 
this column that: “‘The results have been satisfactory, 
at least to the degree that additional machines being 
purchased at this time are of the multiple vending 
type.”’ He also pointed out that: “Our present plans are 
to dispense three flavors only, so that we may con- 


serve limited storage.” Of further interest is the fact 
that some of the vendors in Standard Stations are now 
geared to ten cent operation, and Mr. McFeeters com- 
ments: “The 10-cent price has been adopted where it 
became necessary, based on the increased cost of prod- 
uct, vending machine replacement and maintenance, 
and or degree of bottle loss.” In its adoption of multi- 
flavor units, Standard of California is paralleling a 
trend started last spring by Standard Oil of Qhio, 
which switched to selectives for its SOHIO stations. 


Just how much mainte- 
Coin Cooler Upkeep nance will a route of coin 
Costs coolers require? This nat- 
urally depends on such 
variable factors as age of equipment, type of location 
and servicing, amount of abuse by the public, etc., but 


J. P. Smart, manager of Glen Brook Beverages, In 


a Hires bottler in Greenfield, Mass. gave the “Cooler 


Corner” some interesting data on his vendor set-up 
3ottler Smart has some two dozen selective machines 
on location, evenly divided between American 120’s 


and Ideal 300B’s. These units are installed in 5 local 
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industrial plants, with the majority spotted around a 
local tap and die works. A Glen Brook routeman stocks 
and services the coin coolers, which are rented to the 
sites at the rate of 16 cents per case. Observes Mr. 
Smart: “It may be of interest to note that our repair 
and maintenance expense for the first complete year 
of operation averaged less than $1.90 per machine. In 
connection with this, may I add that we have had no 
instance of factory personnel tampering with our 
vendors, and in the first 12,000 cases vended, the only 
item accepted outside of a U. S. nickel was a Pana- 
manian 5-cent piece, which I understand is made by 
our mint.” Utilizing multi-flavor equipment to dispense 
its varied brands, Glen Brook Beverages vends Hires, 
Moxie, Lemmy, Cherry Blossoms, and a complete line 
of its own private-label beverages. Commenting on 
volume, Mr. Smart says: “Hires is the leading flavor 
as far as sales are concerned, followed by Glen Brook 
Orange.’ 


With the summer golf 
a a peason under way, bottlers 
will find many of the coun- 

try’s 4,979 links good pros- 

pects for soft drink sales as a part of the vast at- 
play market. An estimated 3,895,000 golfers tee off, 
with mass patronage going to the 1,088 daily fee courses 
used by 1,705,000 players, and another 1,223,000 
patronizing 745 municipal-owned links. Class locations 


include the country’s 3,146 private clubs, with a ros- 


‘ter of 966,700 members. Standard sites for coolers 


and vendors are the locker room, pro’s shop, and the 
“19th hole’, while drink boxes are supplemented by 
over-the-counter soft drink sales at bars, restaurants, 
etc., in the country clubs. (Mixer beverages, such as 


ginger ale, club soda, etc., have proven to be popular 
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Store to store or city to city... 





NWEW \NTERNATIONAL TRUCKS 


ARE heavy Duty Lngineered TO SAVE YOU MONEY 








Heavy-duty engineering for long truck life on tough 
truck jobs is yours now in every single new Interna- 
tional Truck from 4,200 to 90,000 pounds GVW. 


That's the same extra value engineering that has 
kept Internationals first in the sale of heavy-duty 
trucks for 18 straight years. 


Cost -conscious, profit- minded heavy-duty truck 
users have preferred Internationals year after year 
for only one reason: heavy-duty engineering means 
that International Truck performance is longer life 
performance, lower operating and maintenance cost 
performance 


And now the same management, engineers, test 
experts, and production men who kept Internationals 
a tradition in the heavy-duty truck field have de- 
veloped every new International Truck, No matter 
what size truck you use, there’s a heavy-duty engi- 
neered International Truck that’s right and ready 
for you! 

You'll find new comfort 
in the new Comfo-Vision Cab 


Model for model, here is “the roomiest cab on the 
road.” It gives you new comfort in easy-riding cush- 
ions, adjustable seats, controlled ventilation. It gives 


NEW, ALL PROVED 


you full front visibility through a one-piece, scien- 
tifically curved Sweepsight windshield. 


And comfort is right at your fingertips when you 
take the sturdy wheel. The entire steering system is 
engineered for more positive control from a more 
cemfortable position. 


You'll get an all-new truck proved 
under actual operating conditions 
“Proved under actual operating conditions” takes in 
years of time, millions of dollars, countless miles. But 
these new Internationals took in all those and then 

some —to give you proved-in-advance performance. 
No matter what kinds of roads or loads, climate or 
conditions your trucks must meet, there’s a new 
International that has been proved right for your 
requirements. 
Find out all about that truck from your nearest 
International Truck Dealer or Branch, soon. 


Tune in James Melton and “Harvest of Stars” 


NBC, Sunday afternoons 


nternational Harvester Builds 
McCormick Farm Equipment and Farmall Tractors 
Motor Trucks industrial Power 
Refrigerators and Freezers 


INTERNATIONAL “= TRUCKS 


INTERNATIONAL HARVESTER COMPANY 


CHICAGO 


National Bottlers’ Gazette 











GRAPETTE TRIES TRI-FLAVOR 


Here's a test model of the eee 
new 3-flavor coin cooler 

slated for production by At- 

las Metal Works (Dallas). 

Spotted in trial locations 

in Memphis and Camden, 

Ark., the triple unit fea- ; 
tures a manual selector 

which enables the patron to 1 
choose Grapette. Orang- q 
ette, or Lemonette. 33 bot- 

tles of each flavor are held 

ready for vending and dis- 

pensed automatically 

through separate delivery 

chutes. To speed patron's 

use of the vendor, two 

crown pullers are provided 

on the cabinet. 











vendor items in such sites.) In some territories, coin 
coolers are now spotted out in the open, where they 
serve as an oasis for thirsty golfers playing around 
the course. Last year, a Pasadena, Cal. club housed a 
selective Model 124 (General American, West Los 
Angeles) at its 9th hole to dispense Dr. Pepper and 
Welchade, while a suburban Chicago links made simi- 
lar use of a Highway Steel 7-Up machine, shaded by 
a tree. Spectators at tournaments are an added 
source of patronage for the vendors. A recent survey 
found 70% of the private clubs reporting an increase 
in members and this was coupled with a trend toward 
the promotion of family memberships, which will 
mean more women and youngsters on the greens and 
a greater soft drink potential. 
Bottlers who have argued 
“Exclusive” Cooler? against vendors on the 
grounds that a manual 
cooler offers free competi- 
tive access to all products will be interested in some- 
thing new that has been added to the 6-case vertical 
cooler, built by the Vendo Co. (Kansas City) for Coca- 
Cola licensees, This optional device is a lock on the 
loading door, to which only the outlet and the Coca- 
Cola salesrnan have keys. Result: Without the aid of 
the location, routemen from rival plants can no longer 
put their brands into the cooler. To insure Coca-Cola 
a prime position in the Vendo drinkbox, clips are also 
welded to several dispensing racks so that only the 
specially-shaped Coke bottle can be stocked 


Ending their cold weather 
Motor Movie Market hibernation in most sec- 

tions of the country, out- 

door drive-in movies are 
back in full swing, with over 1,850 now in nightly op- 
eration. Regionally, Texas leads with close to 200 
“ozoners,” while Ohio, N. Car., Pa., and Cal. each have 
100 or more motor movies. Following palate patterns at 
sports events, patrons work up hearty open-air ap- 


petites, so drive-ins stock such thirst-building snacks 
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SAVE 50% 


On Our “Rebuilt and Guaranteed” 
Bottling Equipment 


Dixie ‘F’’ one-man unit 
automatic 

250 GPH Cem saturator 
5 HP York cooling unit 


Meyer and Liquid 
Washers 


6 Wide Heil bottle 
washer 


40-spout Cem filler 
24-spout Red Diamond 
Burns model "'F’’ filler 
500 GPH Liquid stain- 


less carb. 
World automatic labeler 


New ARNOLD bottle 


washers all sizes [ 


@ Bottle conveyor made to specifications. 


Send for a FREE copy of our "General Catalog” 
No. 11049 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 














e Packaged Refrigeration 
e Counter - Balanced Lids 
e Improved Cabinets 


The Largest Selling 
SELECTIVE VENDERS 


Now better than ever... With a packaged refrigeration system that 
literally slides in and out. With only 2 clips to loosen, the entire 
system can be switched in 30 seconds—without special tools. 
Always trouble-free, an IDEAL is now twice as easy to service. 
The new, counter-balanced lid—that raises and lowers with one fin- 
ger—is recessed and has improved breaker strip and insulation. New 
MODEL 70-B (pictured at 


left) vends 80 bottles; pre- 
cooler: large capacity, 
variable depending on 
bottle size. Height, 32”: 
Width, 27”; Length, 36”. 
Two other sizes — larger 
(MODEL 300-B) and 
smaller (MODEL 55-B), all 
are selective—sell up to 
8 flavors. 


WRITE, WIRE OR PHONE FOR LITERATURE AND PRICES OPER 
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“IDEAL Despenser Company & 


by % 
NoEee 
DEPT 527 - BLOOMINGTON, ILLINOIS 


> 
a“ 
9 


If it rolls All Over the Nation 


; & 
ike greased *)8)') ITS MASONS 
lightning—it's £- 
the nationally preferred 


Wheel-Ezy/ 


Smooth-rolling, perfectly balance ed—that's Wheel 
Ezy, the hand truck with the exclusive “‘step- 
climber” feature! Whisk it up and down stairs, 





maneuver it through cramped quarters, toss it on 
the truck. Wheel-Ezy is preferred by thousands 
of users for its ability to give years ot hard, con 
tinuous service Available with open or pl ite nose, 
single or double handles, rubber wheels Capacity 
400 Ibs. Priced right. Extra-light weight model 
also available. Write for descriptive literature! 


The RAPIDS-STANDARD 
COMPANY, Inc. 


251 Rapistan Building 2 ! 
Grand Rapids, Mich 4 
af s? 2 te 


CASTERS & TRUCKS 





» wet Zz 
MASON & MASON, INC. 


: > Pe 213 N. Desplaines Street 


r 
HAND TRUCKS * PLATFORM TRUCKS © CASTERS Chicago 6, Illinois 
Also CONVEYORS: power or gravity, portable or stationary 
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as hot dogs, french fried potatoes, etc., resulting in a 


big beverage business. Most sites price thirst-quench- 


ers at 10 cents or higher, and both bottled and cup 
drinks are sold from central refreshment stands hous- 
ing counter coolers and fountainettes; and via car-to- 
car cooler cart service. Concession “take” is a vital 
part of the drive-in enterprise, and, with soft drinks 
accounting for as high as a third of the total snack 
dollar volume, refreshment sales often gross a figure 
equa! to 40% or more of boxoffice earnings. Some bot- 
tlers furnish the motor movies with menu forms, im- 
printed with a soft drink trademark, which are dis- 
tributed to car occupants as a “reminder” that drinks 
and snacks are available. Other spots use brief film 
trailers, flashed on the screen during intermissions; 
and transcriptions, which can be played to plug a 
drink over the drive-in sound system. With young- 
sters in the audience proving prime soft drink con- 
sumers, this season an increasing number of outdoor 
cinemas have added kiddie rides and play areas to 
keep the “small fry” entertained until it gets dark 
enough for the performance to begin. 


In Aurora, Ill, the Dr. 
Two Program Palicy Pepper Bottling Co. has de- 

vised dual vending pro- 

grams, built around the 
factor that its 6U-odd coin coolers are evenly divided 
between two types of machines: single-brand Vendor- 
lator (Fresno) and SelectiVend (Kansas City) units, 
and selective Ideals (Bloomington, Ill.). The single 
drinkers, which vend Dr. Pepper exclusively, are spot 
ted primarily in factory locations, where they are in- 
stalled at the rental rate of 15 cents per case vended 
Multiflavor machines have been sold outright to a 
variety of different outlets, where, in addition to Dr. 
Pepper, they also dispense Suncrest Orange, Nu-Grape, 
and Orange-Crush, brands bottled by this plant. Joseph 
Sollami, co-owner of the firm, rates industrial locales 
as “year round” stops for single-flavor vendor volume 
while gas stations provide top traffic for the selective 
coin coolers, though he classes such sites as “seasonal” 


in the Aurora territory. 








LYON DUAL DRINKER 


Slated to go into production 
this month, this 2-flavor 
vendor will be produced by 
Lyon Industries, Inc. (N.Y.) 
along with its single-drink 
model of the machine, now 
used by a number of bot- 
tlers. Designed to service 
heavy traffic locations, the 
Lyon has a 1,400-cup ca- 
pacity and provides 5-sec- 
ond serving of drinks with- 
out interruption. 
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METERED COOLER SALES 


In making installment sales of manual coolers to cer- 
tain types of outlets, this meter attachment. activated 
by coins inserted daily by the dealer, dramatizes a 
“painless” pay-as-you-go feature. A. U. Salomon. Kel- 
vinator (Detroit) sales manager, reports that a number 
of bottlers are using the meter plan to place B-160 
coolers and open new outlets for their brands. 








In addition to the single- 
a brand one coolers shown 
by Coca-Cola and Pepsi- 
Cola at the National Assn. 
of Retail Grocers confab in Chicago last month, the 
Ideal Dispenser Co. (Bloomington, Ill.) was on hand to 
exhibit its multi-flavor models 55B, 70B, and 300B. 
With bottle drink vendors fast becoming fixtures in 
the modern grocery, a good deal of interest was evi- 
denced by both the independents and co-op groups. 


* 


Incisive observations on 


Ctanee Cmsihiniee automatic merchandising in 

factory sites were made by 

Fred W. Koch, president of 
the Fred B. Prophet Co., at a recent Natl. Automatic 
Merchandising Assn. (NAMA) Region V meeting in 
Detroit. The Prophet firm, one of the country’s major 
industrial contract catering enterprises, operates 
restaurants, cafeterias, and mobile cart food facilities 
at some 70-odd factories in 14 states, including the 
General Motors plants. Highlighting the importance 
of vending as a sales tool, Mr. Koch disclosed that 
40°; of his firm’s net profits came from automatic mer- 
chandising. (Prophet 3 1949 net was $379,109 of which 
$193,406 came from vendors, a sharp gain over the 
$134,044 produced by this source in 1948.) Other in- 
teresting statements made by Mr. Koch were: (1) 
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Al O FUMBLING 
CHIPPING 

With Krag’s 

New Bottle Opener ... 


This sturdy, nickel plated steel opener is 
perfect for all outlets. Easy to operate. 
Prominent space available on opener for 
colorful trade mark or advertising message. 


WRITE... 


ARrag Steel Products, Jue. 
319 WN. Albany Ave., Chicago 12, Illinois 











Benzoate of Soda “Seydel’ U.S.P. 


Standard for over a quarter of a century 


SOBENATE 


A special benzoate for beverages of delicate 
flavor. Does not impart a taste. 


Samples and literature on request 


SEYDEL CHEMICAL CO. 


JERSEY CITY 2, N. J. 
Established i904 














Use FAMOUS’ Pure Unadulterated 
Petroleum Lubricating Greases! 


@ Cut Maintenance Costs 

@ Reduce Replacement Expense 
@ Minimize Work Stoppages 

@ Avoid Hard Starts 


Write for Lubrication Circular! 


CY 
FAMOUS LUBRICANTS, Inc. 


124 W. 47th St., Chicago 9, Ill. 
Agents in Principal Cities Throughout the World 


V. & E. Kohastamm, Inc. 


| Export Agents 
329 Canal St., N.Y. 13 


non “@ 





Cash i 


IA 


@ delicious real lemonade 
... the kind millions have 
enjoyed since childhood ® 
now bottied by over 250 bottiers with phenomenal 
(and profitable) sales. Write today—franchises 
available in many territories 
{Tom Collins Jr. franchises also available.) 


A. J. LEHMAN CO. Sieincti"s one 








Vending machines are a source of “plus” revenue in 
factories, and do not compete with the caterer’s wagon 
sales. (2) Automatic merchandising is a specialized 
field, and Prophet prefers to subcontract for such 
service rather than operate vending equipment itself. 
(3) While many plants are apt to demand an excess 
of vendor placements initially, it’s good policy to make 
the installations and then let the caterer convince 
management—on the basis of actual dollars-and-cents 
operation—that some units are unnecessary and should 
be removed. (4) Caterers want tamperproof metering 
systems on machines to insure accurate sales re- 
ports. (5) The vending machine operator will get more 
business and better plant locations by working 
through (rather than against) the industrial caterer. 
Mr. Koch told the Cooler Corner that ‘both cup and 
bottle machines are used by us in various locations, 


and they are generally through sub-contract.” 


Among the picnic coolers 
Aluminum “Picnic” being utilized by 7-Up bot- 
Cooler tlers is the “Magic” unit, 
built by the W. R. Faris 
Co. (St. Louis). Circular in shape and holding a case 
of 7-Up, this portable model features all-aluminum con- 


struction to reflect heat. 


ABC Vending Corp. (N 
ABC To Smaller Cup Y. 
Unit 1,000 cup drink vendors 
through its Allied (Phil- 
adelphia) and Apex (N. Y.) subsidiaries, has come up 


, Which operates around 


with a new multi-drink model. Initially, these concerns 
used the 2000-cup 4-flavor Square machine, a 2-dis- 
penser unit designed to handle peak traffic in motion 
picture theatres (where ABC concessions center) and 
to eliminate frequent servicing needs. Apparently find- 
ing that this large and expensive vendor is not suit- 
able to a number of average locations, the firm has 
begun to utilize a smaller machine. Known as the 
Model 5009, this new unit is also Chicago-built by 
Square, but is only about half the width of its prede- 
cessor. With a single dispensing port and a 1000-cup 
capacity, it features a dial selection of 3 flavors, while 
an etched display panel invites patrons to “Dial Your 
Favorite Drink.” Initial units, finished in a fire-engine 
red, were placed in New York subway stations, where 


ABC holds one of the drink vendor contracts 


Last of the major theatre 
Bip Program Fer Leow’s circuits to cash in on the 

extra profit in soft drink 
sales to movie-goers§ is 
Loew's, Inc., which is planning to install cup vendors 
in its 140-odd houses. Since some of the larger cinemas 
can accommodate more than 1 unit, placement should 
eventually near the 200 machine mark. At presstime, 


the chain was considering purchasing this equipment 
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STRONG, EFFICIENT, 
LIGHT-WEIGHT 
TRUCK BODIES 


DESIGNED TO FIT YOUR NEEDS 
AT A PRICE YOU CAN AFFORD. 


WRITE TODAY... 


BARRY & BAILY CO. iscipis's0 vs 


Use Berghausen’s 


CARAMEL COLORING 
It’s Sate 


* 
CARAMELS FOR ALL PURPOSES 


Colas * Root Beer + Other Beverages 





™°E BERGHAUSEN CHEMICAL «.. | 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 
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MODERNIZE SWEEPING WITH 


MOTORLESS 
INDUSTRIAL 


@ Maneuverable 

@ Collects as it sweeps 
@ Simple to operate 
@ No repairs 


Lightweight. 48 Ibs. 





Sweeping widths 


Easily removable 
20” to 40” 


dirt hopper 


Picks up everything . 
as it sweeps 


As simple as a push broom . 
But 5 times faster. 


STANDARD TIMES SQUARE FEET 
FOR SWEEPING. PER HOUR. 

Manual (push broom) 3,000 
20" Plantman 15,000 
28" Plantman 22,000 


Hundreds of satisfied users agree Get the 
— Plantman costs so litte and Whole 
saves so much that it pays for Story 


itself in 90 days. 


HANDLING DEVICES CO., 
581 Boylston St., Boston, Mass. 


Tell us more about PLANTMAN. 
We'd like to see it work. 


Company 
Address 


Product 














. : ALL SIZE 
only y ; BOTTLES 


$1185.00 


@ The KEENLINE CASCADE MIXER handles all -ize bottles 6 oz. to 
32 oz. The bottles are turned in a complete circle which keeps the 
syrup and carbonated water mixing continually during its course of 
travel through the mixer. 6 oz. bottles receive 6 complete turns. 


For complete information write for folder C-7. 











Ginger Ale Flauors 


— FEATURING — 
MONTE CRISTO 
THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


THEALL & PILE, Inc. 
297 Pear! St. New York 7, N. Y. 





The World’s 


Best 


TRADE MARK REG. Opener 


cum STATIONARY 
some, = BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 


HOW IT WORKS NEWPORT NEWS, VA. 








FRANCHISE NOW AVAILABLE 


It's the taste that sells GOODY ROOT BEER. 
It's TOPS IN FLAVOR! Send todoy for three 
finished samples of GOODY ROOT BEER. 
Chill, then compare with any other leading 
brand. You'll discover why 9 ovt of 10 
choose GOODY .. . the root beer that 
spells PROFITS FOR YOUI 


The GOODY Co.,, ss seventy AVE. NO., MINNEAPOLIS 1, MINN. 








outright, with servicing handled by the Confection 
Cabinet Corp., a firm operating concession stands in a 
number of Loew houses. Running through 17 states, 
with 50% of its theatre holdings concentrated in the 
N. Y. metropolitan area, the Loew circuit was one of 
the country’s few major chains which did not sell bev- 
erages to patrons. Under the apparent impact of cur- 
rent federal court proceedings to divorce motion pic- 
ture exhibition from Hollywood production control, the 
chain revamped its refreshment sales policies last year. 
Following the introduction of popcorn and ice cream, 
cup machines were installed on a test basis in several 
Loew houses in Manhattan. Satisfactory drink volume 
has spurred the current program to make beverage 
vending circuit-wide. 


Vending still carries a good 
Publicity Payoff bit of novelty value, and an 
alert bottler can occasion- 
ally use the machines to 
grab some favorable publicity and location-owner in- 
terest. When a shipment of 18 selective coin coolers 
was made to the Pepsi-Cola Bottling Co. of Winston- 
Salem, N. C., 


from a freight car was run along with a feature story 


a photo of the equipment being unloaded 


on page one of the local newspaper. Serving the thirst- 
quencher needs of 3 shifts of workers in the local 
Moorseville Mills, the vendors, on round-the-clock duty, 


have tripled the bottler’s beverage business in that site 


A spurt of activity in the 
ae fruit juice vending field 
Juice Machine Activity ; ’ 

finds two new units in the 
picture. Juice Bar Corp 
(N. Y.), major active producer of a model which dis- 








SWEET VOLUME FOR DR. SWETT’S 


Busiest coin cooler placed by the Dr. Swett's Root Beer 
bottler in Jackson, Tenn., other than those vendors on 
location in schools, is this Ideal (Bloomington, III.) 
unit spotted in a service station office. In fact soft 
drinks have proved so profitable that the location- 
owners plans to install a second machine out-of-doors. 
Over the past 8 months this plant has sold 79 drink- 
boxes and reports overall busines up over 30%. 
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SEALED-IN FLAVOR 


right from California’s sunny groves... 





bor 


ns, 


¢ ot 
ms € my Oo mang sho 
Lamcms seunted G nace, Care 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 

orange and lemon drinks, made 

with Exchange fruit juice bases. 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California fe) t 7 LE 4 g 


400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13, N. Y. | U I Cc E 7 
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PRESENTING THE NEW Grex cLoztc 


A Compact Unit For Cleansing 
Bottles That Are Not Cleanable 
In Standard Washing Equipment 


Are you bothered by CEMENT, PAINT, RUST 
RINGS, etc., remaining on your bottles? Don’t waste 


time trying to clean them by slow, makeshift methods. 


Here, for the first time, is a practical, economical way 
to clean those oversoiled bottles and avoid the waste 


and expense of breaking them. 


With the handy and compact STERILETTE — one 
man, usually working part time, can thoroughly cleanse 
all your bottles that don’t “come clean” after being run 


through your standard washer. Cleanable rejects no 


longer need take up valuable plant space while waiting 


for periodical clean-ups THE STERILETTE 


0) ao = < ie) é 4 S j “ ‘ ® : . 
No shut-down is necessary to install the STERILETTI May be operated by one unskilled worker, 
You just place it, and fill it with a special phosphoric usually on part-time basis. 
acid solution which softens the dirt for easy removal 15 to 20 cases can be cleaned. per hour. 
Easy to install — requires no electric, water 
or sewer connections. 
similar cleansing of tar-coated bottles Uses a special phosphoric acid cleaning solu- 

tion that is changed only once or twice a 

Available diately — crated, f. 0. b., Waukesha, dapat 

i er eres ai ‘ wineries Is built to last. Tank is made of special for- 
Wisconsin $565.00 mular stainless steel. 


by operator Special naphtha compartment included for 


THE STERILETTE IS BUILT BY THE MANUFACTURERS 
OF WIDELY POPULAR LADEWIG DOUBLE-END WASHERS 


For Complete Details 
Write Us TODAY! 


Archie Ladewig Co. 
WAUKESHA 
WISCONSIN 

U.S.A. 
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penses ten cent 6-oz. tins, has introduced a junior-sized 
4-selection version of its standard model, holding 248 
cans. In Minneapolis, a vendor which cuts and squeezes 
refrigerated oranges to dispense a dime cup of fresh 
juice, has been tested in a department store basement 
location. This device has been in the development stage 
since the pre-war period and is now slated for produc- 
tion, with backing coming from General Mills inter- 


ests 


Lending a cooler to new 
Drinks Spur Sports businesses, which celebrate 
Sales their opening-day or week 
by distributing cold drinks 
to patrons, has proven a source of plus volume as well 
as a good ad for bottlers in some areas. Taking the 
idea a step further, a Gadsden, Ala. sporting goods 
store has installed a cooler and made “on the house” 
thirst-quenchers a standing custom, believing that 
this move is good public relations since the policy 
boosts store traffic, puts the customers in a relaxed 
mood, and builds business volume. With posted signs 
inviting patrons to help themselves to a free bottle 
from the open-top cooler, visitors to the spot consume 
about 3 cases a day. This practice is estimated to cost 
the outlet around $75 monthly in beverage bills, but 
it apparently pays off in good-will and sporting goods 


sales 


SuperVend (Chicago) cup 
; machines are now rolling 
In The Vending Chute 

off the Temco production 
Dallas. The 600- 


drink 3-flavor units are being located in the Las Vegas, 


line in 


Nev. and Bernardino, Cal. air force bases, among other 
top-traffic sites. Speaking of aviation placements, 
the 7-Up Bottling Co. of Napoleon, O. recently spotted 
coin coolers in that town’s air port, as well as the Put- 
nam County field. ... Chocolate drinks are pulling vol- 
ume sales in selective coin coolers. Several West Coast 
Kist bottlers, using multi-flavor vendors, find Chocclate 
Soldier a good seller....Another major consolidation 
in the cup vending field found Spacarb of Washington, 
D. C. buying equipment and locations of the competi- 
tive Automatic Fountains, Inc., which operated 60-odd 
Lyon, Mills, and SuperVend machines in Capital City 
sites Pepsi-Cola bottlers, who began placement of 
the single-flavor 27-bottle Vendorlator (Fresno) ma- 
chines about a year ago, are now credited with 5,000 
of these small units on location. Model is also used by 
Coca-Cola and 7-Up licensees. High bid to operate 
24 cup drink vendors in Boston subway came from the 
Union News Co. For a 5-year contract, calling for 25° 
commission, firm offered minimum annual guarantee 
of $35,000. At this rate, machines must pump out 


2. 800,000 nickel drinks per year 
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ALWAYS Uvlome 


No. 44 
“Special” Heavy Duty 
Bottle Opener. An ideal 
opener for heavy duty No. 304 
use. Made with extra Extra Long “Over 
strong steel finished The Top” Bottle 
in bright polished Opener. Handy 
nickel. and rugged. Affords 
vnusually comfort- 
oble grip. Heavy steel 
with bright polished 
nickel finish 


No. 3 

"Never Slip’’ Bottle 

Opener. Compact yet 

sturdy. Ideal for use 

on key ring. Made of 

steel with bright pol- 

ish. 

ished nickel finish Ne. 205 
Wire Bottle Opener. A 
popular heavy duty 
wire opener. Made with 
No. 6 gauge steel wire 
in copper or bright pol- 
ished nickel finish 


“Never Chip” Stationary Bottle 
Opener. For permanent r-ounting 
to permit one-hand operation. Two 
mounting screws furnished. Made 
of heavy steel, cadmium plated to 
prevent rust. 


Your advertisement is stamped on ample space available on 
each opener as shown by samples above. 





VAUGHAN MFG., CO. 
Werld’s Largest Manufacturer of Bottle Openers and Can Openers 
3211 Carroll Avenue, Chicago 24 
Half-Century of Quolity and Service 














PREPARE 


NOWw— 


for Increased SALES 
with 
““FILPACO”’ Products! 


FILTER PAPER 


Asbestos Pads and filter cloth for 
filtering your water, syrups, and 
acids. Working samples furnished 
without obligation; advise sizes re- 
quired. 





WATER POLISHER 


The "‘Common Sense’’ Disc Filter 
is designed to give your water the 
sparkling clarity you require for 
your beverages - ot a low cost. 
Utilizes filter paper, cloth, or as- 


STAINLESS STEEL 
TANKS 


For storing and mixing your syrups. 
Sanitary construction - Vertical, hor- 
izontal and squat types. Standard 
tanks and special designs. 











SYRUP FILTERS 


Sanitary construction - in 
which capacities can be va- 
ried by adding or removing 
plates. Operated with filter 
jo filter cloth, or as- 
estos pods 





Other “FILPACO” Products 


Portable Agitators, Sanitary Transfer Pumps, Stain- 
less Steel Measures, Sanitary Fittings, Tygon Tub- 











ing, and Conveyors. 





WRITE TODAY FOR FURTHER INFORMATION and LITERATURE 


The FILTER PAPER CO. 


2414 S. Michigan Ave. 
Chicago 16, Ill. 




















USE Yiloa ser” 


T-SHIRTS 


VELVA-SHEEN 


CINCINNATI 14, OHIO 


_.-°' beverage cases 


as 


All half-depth cases 
are furnished with 
DOVETAILED center 


Partitions. , 





Standard 
replacement 


parts. 


GAC erat 
SFO GIDEON - ANDERSON 


' GIDEON MISSOURI 


National Bottlers’ Gazette 








Trucks are loaded now. $100.00 worth of Grapette on a 
one-ton white truck weighs only 3,000 Ibs. On your trucks 
$100.00 worth of beverages may weigh 6,500 lbs. This 
is but one of many profitable advantages Grapette 
bottlers enjoy. 


ADVERTISED IN 


‘Avveatiseo Same quantity as in more than 50%, of all soft 
AMERICAN drinks consumed. 
MeDicaL 


Association 
PUBLICATIONS 


THE GRAPETTE COMPANY, INC. 


CAMDEN, ARKANSAS 
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“Tome 
Coca-Cola” 


++. password 
to refreshment 
in the phoenix 
of the Pacific 


Resurgent Manila 
enjoys refreshment 

from one of the world’s 
largest Coca-Cola bot- 
tling plants—and one of 
the newest. After bitter 
war and occupation, 
Filipinos have turned 
naturally to the plea- 
sant things of 

life. And, 

for those 
everywhere 

who like to work 
refreshed and 


play refreshed, 





that includes 
delicious 
Coca-Cola— 


naturally. 





MPANY 
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ARE YOU USING THIS 


SILENT SALESMAN? 


Bottlers of Canada Dry, Coca-Cola, Dr. Pepper, 
Grapette, Pepsi-Cola, Red Rock Cola, Royal Crown 
Cola, 7-Up and Squirt have used Progress Portable 
Coolers for two purposes: first, to sell more drinks 
wherever people go and, second, to carry their adver- 
tising beyond point-of-sale . . . to point of consump- 
tion. Put this silent salesman to work for yourself .. . 
building new sales economically! 


A-1 (above) holds 32— 
6 oz. or 24—12 oz. bot- 
tles in ice... plus food 
for 4 persons. 


A-2 (left) holds 21—<6 oz. 
or 18—12-oz. bottles in 
ice. 


Your name embossed... 
er plain for your decal 
. «in your baked ena- 
mel color. 


Order or write for details now! 


PA Aa 


REFRIGERATOR COMPANY 
LOUISVILLE 1, KENTUCKY 


THERE’S PROFIT IN PROGRESS! | 
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INSURANCE 


At A Saving for Bottlers 
For 50 Years 


Through lower rates and cash savings 
returned at expiration of policies, bot- 
tlers are now saving up to 40% on the 
usual cost of their insurance and they 
get guaranteed protection suited to 
their particular needs. Ask us about it. 





= 


BRUCE DODSON & COMPANY 


New BRAINARD 
Stainless Steel Bottle Box 
Strapping 


Slashes 


SHARONSTEEL 


New Brainard stainless steel bottle box strapping slashes expen 
sive box maintenance to an absolute minimum adds strength 
and safety Stainless is stronger, rust and abrasion-resistant can 
be used in lighter gauges more units per pound Turned edge 

rolled edge prevents snagging and injury 
Tests have convinced many leading bottlers 
data 


adds to strength 
write for additional 


COMPANY 
erect Warren, Ohie : 
al information on 

teel bottle 


STEEL STRAPPING DIVISION B07 Varenment Ave. 


BRAINARD lbroinard 5 ne ‘ sin! 


strapping 


STEEL COMPANY Name 


Company 


2347 Larchmont Ave 


Warren, Ohio sshd 











Union Caramel Color 


@ You can depend on Union Caramel 
Color to meet your most exacting 
requirements. 


Union Acid Proof Caramel Color No. 
125 is specifically created for acidu- 
lated and non-acidulated carbonated 
beverages. Based upon years of prac- 
tical experience and strict laboratory 
control, it is manufactured to rigid 
specifications assuring a permanent 
brilliance in all types of beverages. 

You can be sure when you standard- 
ize on Union Caramel Color No. 125. 
Free-flowing, it is easy to remove from 


containers, easy to measure, disperses 
quickly and permanently—all impor- 
tant in reducing production costs. 
Possessing high tinctorial power and 
color uniformity, Union Caramel Color 
will give your products lasting, eye-ap- 
pealing brilliance to win increased sales. 
Our Technical Staff is ready to help 
you solve your color problems and is 
prepared to discussspecific applications. 
For further information on Union 
Caramel Color write us today. Re- 
quests for samples and prices will 
receive our immediate attention. 


UNION SALES CORPORATION 
DISTRIBUTOR FOR 


UNION STARCH & REFINING CO. 


CoLumMBusS, IND. 


EO 1012 
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NOW available 


STOCK 
CARTONS 


any quantity... 


Green as shown — or Red. 
7 oz. or 12 oz, size, Also stock design for 


two 1 qt. bottles in snappy red and yellow 
combination. 


= ALSO 


Immediate 
Delivery 


Of Special Prints For The Following Brands — 


e BARQ’S e HOWEL’S ROOT BEER ORANGE CRUSH 
e (COCA-COLA (10 oz. - 12 oz.) O.SO GRAPH 


» bottle and 12 bottle) * MASON ROOT BEER PAI 
wire handles available) 


PAR-T-PAK 
»DAD'S ROOT BEER ® MILKAY 


(2 qt. carriers) 

i oz 10 oz 12 oz.) @ MISSION ORANGI PEPSLCOLA 

e DELAWARE PUNCH (7 02. - 10 02, - 12 02. Steinie) ROYAL CROWN 
e DR. PEPPER ¢ NEHI SEVEN-UP 
eDR. SWETT’S ROOT BEER (7 oz. - 9 oz, - 12 02.) SUNCREST 

HIRES @ NESBIT (7 02. - 10 02. - 1 


ilso 2 qt. carriers) (7 02. - 10 02.) TRUADI 
HOLLYWOOD @NUGRAPEI ® UPPER TEN 


2 07.) 


SAMPLES AND PRICES SENT UPON REQUEST 


ATLANTA PAPER COMPANY 


ATLANTA, GEORGIA 
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WHAT'S 
NEW? 


ALL-SPEED TRANSMISSION 


Speeds from any desired maxi- 
mum to zero may be had from 
the new variable speed transmis- 
sion, Model 300, developed by 
Graham Transmissions, Inc., Mil- 
waukee. Self-lubricated, the unit 
delivers up to 3 HP and can be 
had without motor or with built- 
in motors of all types. In addition 
to the standard drive illustrated. 
this transmission may be had with 
built-on gearbox. 





SIGHT GLASS FILTER 


A newly-designed Sight Glass Fil 
ter is offered by Tri-Clover Ma- 
chine Co., Kenosha, Wisc. A com- 
bination filter and level indicat- 
ing device, it is normally used in 
a horizontal position, with the 
material flowing from inside of 
the screen out into the body of 
the lucite filter. Petcocks (top and 
bottom) are used for air relief and 
drainage respectively. Various 
mesh filter screens are available. 


FOR INSECT CONTROL 


West Disinfecting Company's 
(Long Island City. N. Y.) new 
Vaposector-Mistorizer is a new 
insect control unit adaptable to 
either area-fogging or direct-con- 
tact use. It dispenses one ounce 
of insecticide a minute when used 
for fogging. one and one-half 
ounces a minute for contact 
spraying. A simple nozzle adjust- 
ment makes the change from fog- 
ging to contact spraying use. 


MERE 


COLA DRINK 


ADVERTISING MAT 


A point - of - purchase advertising 
medium that “stays put” is the 
Redfern Rubber Advertising Mat 
available from the Perfo Mat and 
Rubber Co., New York City. The 
mat, placed at store entrances or 
on counters alongside cash reg- 
isters, carries the product name 
and/or an advertising message. 
The design and lettering are hand 
cut and inlaid the entire depth 
of the mat. 





“MADISON MIXER 


It's a new mixing unit. In opera 
tion, an empty case is set into a 
metal tray on the accumulator 
table top and filled. Tray and 
case are then slid down into a 
tumbler compartment and turned 
upside down. Repeating the pro 
cedure rights the first case. It is 
then slid out of tumbler compart 
ment onto table top for truck load 
ing or storage. Smoke Ballew & 
Associates are handling sales. 


118 





“LIFTOMATIC” 


For handling any container with 
a bead. rim or chime, Marvel 
Industries. Inc., Skokie. Ill. offers 
its “Liftomatic’” hand truck. Unit 
features two jaws which close 
and open automatically on the 
upper rim. Built of steel, it weighs 
40 lbs., and carries loads up to 
1.000 pounds. Adjustable jaw 
housing permits containers from 
7 to 44 inches in height to be 
transported. 








FOR EASY DISPENSING 


Williamson Adhesives, Inc., Chi- 
cago, is now shipping its liquid 
adhesives in open-head plugged 
drums. The new system permits 
contents to be drawn out instead 
of dipped out by hand; allows 
for full drainage, thereby elim- 
inating waste; and helps main- 
tain sanitary conditions. The 
added convenience in handling 
the open-head drums is also an 
important factor. 
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Are you getting the BUSINESS 
or getting the U5 \WESS ‘ 


YrrarniADARe FLavoRS . . . CONSISTENT QUALITY 
THAT BUILDS BUSINESS... AND HOLDS IT! 


GRAPE tre poruuar Fiavor IN WHICH 
VIRGINIA DARE STANDS FIRST! 


Mention Grape Flavor . . . and bottlers mention Virginia 
Dare in the same breath. Virginia Dare Grape flavors are 
acknowledged to be the leaders. Here are drinks that 
capture the piquancy and full-bodied flavor of the crushed 
grape itself . . . a drink that captures tastes everywhere 
... and builds solid, substantial repeat grape business for 
you. Inquire about the grape that is best suited to your 
operation. 


ORANGE 4 proven, teste 


SALES BUILDING FLAVOR 


A complete line of Orange Extracts and concentrates that 
offers you the flexibility that builds sales in your own area. 
Choose from a wide variety of flavor types, colors, and 
cloud, in a wide price range. But remember they're all 
Virginia Dare . . . which means they're all the best of their 
type! 








EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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Save ° Save ° Save 


LABOR . PAINT. TIME 
with Fowlers 
CASE PAINTING MACHINE 


@ Rugged, Durable 
Construction 


@ Few Parts 
It's Foolproof 





@ Anyone Can 
Operate It 


With bottlers everywhere, the 'Fowler" 
line of bottlers’ equipment has an out- 
standing reputation for ease and econ- 
omy of operation and general efficiency. 


The FOWLER Case Painting Machine 
is a particular money-saving value. It's 
a tested and proved appliance every 
bottler should have in his plant. 





Comes completely equipped with evac- 
uating fan, '/2 H. P. 110-volt motor, 
tank and hose ready to hook up to air 


EASILY PAINTS 650 CASES PER HOUR 


— How often have you put off painting your cases when they needed it badly 
Eliminates the Usual simply because it was a messy job that you were not equipped to handle? 
Now, with the revolutionary FOWLER Case Painting Machine, it's a simple 

Mess and Bother matter to keep your cases always painted perfectly. Think of it! You can paint 

650 half depth or 325 full depth cases in one hour, and without the usual mess 
and bother. You can do the job right in your own plant. And what's even more 
important, the machine actually pays for itself by saving you time, labor and paint. 


Other Foeuler Products INSURES SMOOTH, UNIFORM JOB — Cases are placed on conveyor chain which 
moves them up to the spray gun. The cases then automatically make one com- 
Now in use by Hundreds of plete revolution on a patented contour cam designed to keep both sides and 

Bottlers. both ends of the case exactly 6 inches from the spray gun as they revolve to 
receive paint. Spray gun automatically begins to spray the instant the cases 
begin to revolve and cuts off when the revolution is completed, thus paint is 
Case Rebanding Machines saved. Because of the contour cam, the spray gun is mounted so that it 
operates at right angles — insuring a smooth, uniform job every time. Metal 
Cooler Paint Remover catch pans recover any excess paint. 








Case Printing Machines 


Crown Cleaning Machines The FOWLER Case Painting Machine is absolutely foolproof . . . simply design- 
ed and built to give years of trouble-free service. Anyone in your plant can 
operate it. To keep your cases always spic-and-span, the FOWLER Case 
Crown Hopper Control Painting Machine is a ‘‘must"’ for your plant. 


Empty Gas Drum Signal 








Bung Puller 

















Bottlers Appliance Co., Inc. 
675 PULASKI ST. ATHENS, GA. 


WRITE US TODAY FOR 
COMPLETE INFORMATION 
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Nesbitt Fruit Products, Inc. 
Bottlers 


Anchorglass 


Beverage Bottles 


with 


ESBITT’S and their bottlers pride them- 

selves on the excellent, uniform high 
standard of quality maintained in the prepara- 
tion and bottling of their nationally famous 
brand of orange drinks. And, they are just as 
particular about the bottles they buy. That's 
why Anchor Hocking is proud to be a licensed 


supplier of these distinctive bottles . .. they, 
too, meet highest quality standards. 
Anchorglass Bottles are uniformly strong, 
reliable, dependable... accurate in capacity 
... have tough fire-polished finishes...can be 
supplied plain or with permanent applied 


color labels. 


Anchorglass Beverage Bottles are available in all popular sizes, in crystal, amber and 


emerald green glass. Samples for test purposes will be gladly sent upon request. 


July, 1950 


ANCHOR HOCKING 


GLASS CORPORATION 


*Reg. U.S. Pat. Off 











For Better Black Raspberry! 


FLAVOREX® 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S CENTRAL AVE., BALTIMORE 2, MD. 


= FLAVOREX© 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S. CENTRAL AVE., BALTIMORE 2, MD. 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S. CENTRAL AVE. BALTIMORE 2, MD. 


For Juicy, Delicious Pineapple! 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S CENTRAL AVE. BALTIMORE 2, MD. 


MAKERS OF FINE FRUIT JUICE FLAVORS 


302 S. CENTRAL AVE. BALTIMORE 2, MD. 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S$ CENTRAL AVE. BALTIMORE 2. MD. 





GOOD and GOOD for YOU 


IT'S THE BEVERAGE FOR 1950 


It's the only cranberry drink to be carbonated 
and blended with cola—makes a real treat. The 
children love it and it's a super mix for the grown 
ups. Start now with this new beverage. Use your 
own small bottles to start. Crowns and bottles 
available as you want them. Write for samples 
and prices. 


CRANBERRY COLA CORPORATION 
Abington, Massachusetts 














SERVICE PROVEN 
TRUCK BODIES 


These custom-built bodies have 
proven their merit among bottlers 
throughout the nation. 


PUT THEM TO WORK FOR YOU!! 


Write for Complete Data. 


T RICH GOabl MOlO# TRUCE SODIS AMD POAnsag 





WEST PENNWAY AT SUMMIT STREET 
KANSAS CITY 86, MISSOURI 
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your bottle washing Up to-date 


With 


If you're interested in consistently cleaner bottles 


at substantially lower costs... then consider what 


Yundt Caustic Filtration can do for you: 


@ It keeps the washer solution constantly fresh and 


clean—prolongs caustic life indefinitely. Bottles are 
washed in solution that is always at the peak of 


cleansing efliciency. 


It cuts caustic consumption (and costs) as much as 
50°), at an average cost of less than 35 cents a day 


for the filtering agent used. 


It eliminates the dirty, dangerous job of cleaning 
out tank dirt and sludge. All insoluble particles are 
continuously removed before they can build up in 
the tank. A simple back-washing operation cleans 


the filter at the end of each day's operation. 


Caustic Filtration is only one of many time-and- 


money-saving features that make this new Yundt 


washer 
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a must on your modernization program. 


We invite your inquiry. 


New Packaged Filtering Unit — 


Now...every plant with a capacity of 100 bottles or 
more per minute can enjoy the advantages and economies 
of Yundt Caustie Filtration. Regardless of make... if 
your bottle washing equipment is reasonably new and in 
good condition, it will pay you to investigate the packaged 
filter unit shown above. Operating savings alone will repay 
your initial investment many times over during the life 
span of your present equipment, 





with 7heoNett ringless Orange 


THEONETT ORANGE makes a cloudy ringless drink 
that rings the bell in any bottler’s line. 

Its bright golden color makes it a standout in refrig- 
erated show cases. Freedom from rings adds appeal to a flavor 
distinguished for its fresh, satisfying taste. 

And, best of all, THEONETT ORANGE is easy to mix 
... it allows a wide margin of profit. 


Order a sample gallon today, at case price. 


Whether Your Order Is Large or For 60 Years, Makers 
Small Theonett Service of Fine Flavor Bases 
“Tops 'Em All” and Extracts 


990 MN. Ashton d Ave., Chiceoge 7 888. 





Richard C. Cooke 


Richard C. Cooke, specialist on 
small business for the National 
Security Resources Board, died 
May 10. Mr. Cooke had for many 
years served as president and treas- 
urer of Bostonia Beverages, Inc., 
at Natick, Mass. He was a past 
president of the Smaller Business 


Association of New England. 


P. N. Sutton 


Penn N. Sutton, nephew and part 
ner of Walter J. Norris in the 
Seven-Up Bottling Company of To- 
peka, Kansas, died May 16. His son, 
Jay Sutton, is sales manager of the 


deve lopment 


k. P. Hickman 


Eugene P. Hickman, 8&2, princi 
pal stockholder and board chairman 
of the Shasta Water Company, San 
Francisco, Calif., died at his home 
in this city, May 8. Funeral se 
vices were held in San Francisco 
and the body flown to Kansas City, 
Mo., with burial in the family 
mausoleum at Independence, Mo 
A heart ailment was the cause of 
death 


New Mason’s Bottlers 


Eleven bottlers in eight States, 
and one in Washington, D. C., were 
recently granted Mason’s Old Fash 
ioned Root Beer franchises, accord 
ing to an announcement made by 
Mason & Mason, Inc., Chicago. The 
New Mason’s franchise holders are: 

Hygrade Water & Soda Co., St 
Louis, Mo.; Pepsi-Cola Bottling 
Co., Sacramento, Calif.; Pepsi 
Cola Bottling C Washington, 
D. C.; Pepsi-Cola Bottling Co., 
New London, Conn.; Pepsi-Cola 
Bottling Co., Worcester, Mass.; 
Pepsi-Cola Bottling Co., Albany, 
N. Y.; Pepsi-Cola Bottling Co., 
Tuscaloosa, Ala.; Pepsi-Cola Bot 
tling Co., Salina, Kansas; Purity 
Bottling Co., Inc., Warren, Ohio; 
Supreme Beverages, Inc., James 
town, N.’Y.; Olean Bottling Works, 
Olean, N. Y.; and Ohio Soda Water 
Co., Columbus, Ohio 
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All-Aluminum Truck Bodies 


Offer Cost-Saving Advantages 


fA avunv truck bodies, fea- 
turing many new cost- and main- 
tenance-saving advantages are now 
in production by the Dixie Alumi- 
num Products Co., Inc., Cochran 
Field, Macon, Ga. 

Available in either open, closed, 
or insulated types, the new alumi- 
num bodies are being manufac- 

10 and 12 rows 
long, in four rows high for 10- and 
12-0z. bottles, and in five rows high 


tured in two sizes 


for 6- and 7-oz. bottles. Capacities 
of the various models range from 
188 to 276 cases. 
The all-aluminum bodies have 
been designed for maximum ser- 
viceability at minimum cost. Uni- 
type construction is featured, per- 
mitting the quick removal and re- 
pair of any body section which may 
become damaged. since 
neither rusts nor tar- 
nishes, painting is eliminated. 


Secondly, 
aluminum 


The lighter weight of the alumi- 
num bodies (approximately half 
that of comparable steel units) also 
offers several cost advantages. It 
permits the bottler to carry a 
heavier pay load with a smaller 
Also, use of the lighter 
weight body will allow savings in 


chassis 


gasoline and oil consumption and 
tire wear, and result in lower main- 
tenance cost of brakes, etc. 

other 


Among the construction 


and cost-saving features of the new 





truck bodies are: (1) The load is 
not carried by the outer frame 
work, as in conventional bodies, but 
by a series of W trusses which in 
turn transmit the load directly to 
the chassis rail. (2) Absence of 
continuous interior 
motes sanitation by virtue of elimi- 


shelves pro- 


nation of “dirt catchers.” (3) A 
depressed roof permits carrying of 
The roof 


concealed 


one extra row of cases. 
is provided with two 


drains. (4) Individual dividers 
speed loading; cases can be pushed 
through from one side without in- 
terference from other cases. (5) 
Wide, 


board steps permit drivers to work 


rubber covered, running 
with ease and safety. 

Another important feature of the 
unit is its sloping sides. This re- 
duces driver fatigue by permitting 
him to work the upper row and roof 
with two hands; increases driver 
visibility of rear; and adds eye ap- 
peal. 

All closed bodies are fully gas- 
keted to 


Doors to enclose open-type bodies 


prevent entry of dust. 
are available, and can be installed 
if desired. 

Officers of the Dixie Aluminum 
Products Co. are Leo F. Swoboda, 
president; Joe F. Tamplin, vice- 
president; and George T. Powell, 


Jr., secretary-treasurer 


All-aluminum truck bodies—open and closed. 
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WHAT'S 
NEW? 


New Chlorine Germicide 


A dry chlorine germicide 
which is instantaneously soluble in 
water and leaves no insoluble or 
toxic residue has been developed by 
Paul M. Gottfried, head of Gott- 
fried’s Paulen Chemical Co., 1122 
19th Street, N.W., Washington 6, 
D. C. 

The new germicide, known as 
“Antibac-25,” is stable and non- 
hygroscopic. It releases its chlorine 
in neutral or slightly acid solution 
so as to increase germicidal effi- 
ciency. The company reports that 
“Antibac-25,” unlike other chlorine 
compounds, does not decompose in 
acid medium. 


Salient Merges With 
United Flavors 


Harry D. Jackness, secre- 
tary of the Salient Flavoring Corp., 
45 Suffolk Street, New York City, 
has announced that a merger has 
been effected with United Flavors 
Inc., Brooklyn, N. Y. The new ar- 
rangement allows United Flavors to 
operate with maximum independ- 


ence under P. J. Windle, and to 


P. 
make use of Salient’s expanded pro- 
duction facilities. Mr. Windle’s new 
position is that of 
manager. Future contact with the 
organization should be directed to 
45 Suffolk Street. 


general sales 


New Combination-Geared 
Variable Speed Motor 


Anewcombination- 
geared variable speed motor has 
S. Electrical 
Avail- 
able in 44, ¥%, % and *% h.p., it 


been developed by U. 
Motors, Inc., Los Angeles 


combines in one unit a Varidrive 
which permits instant change of 
speed in a ratio of 1 to 10 and a 
heavy duty Syncrogear for increas- 
ing the torque. Speed ranges are 
from 10 to 10,000 rpm. 
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Yoo-Hoo Chocolate Appoints 


Export Distributors 


} J. M. Rios & Company, 
New York City, has been appointed 
exclusive export distributors of 
Yoo-Hoo chocolate drink, a fran- 
chise product of Yoo-Hoo Chocolate 
Products Co. 

To facilitate foreign franchising, 
the Rios organization has formed 
the Yoo-Hoo Chocolate Products In- 
ternational, at 11 Broadway, New 
York City. 

Yoo-Hoo is furnished either as a 
concentrate, in powdered form, on 
finished, in bottles or cans 


Data Sheet for Solving 
Dextrine Problems 


Step-by-step recording of 

necessary information required for 
proper analysis of dextrine and 
starch product problems is made 
easy with a new questionnaire 
adopted by Morningstar, Nicol, Inc., 
New York City. 

The variations of dextrines and 
starch blends available for indus- 
trial uses are infinite in number, ac- 
cording to the company. Their 
working qualities can be detailed 
and the starch product adjusted to 
provide extremely accurate opera- 
tion in technical applications. Con- 
sequently, correct data can narrow MEASURES HARDNESS OF WATER 
the selection of starch or dextrine Total water hardness, and the hardness caused by calcium alone, are 
to a fine point resulting in higher accurately and speedily measured by new test methods developed by 
Hall Laboratories, Inc., Pittsburgh. The new methods require approxi- 
: mately one minute to complete. Step-by-step procedure illustrated: (1) 
costs and the saving of time Measured sample is poured into porcelain dish. (2) Buffer solution is 
added, and the sample well mixed. (3) Indicator is added, and well 
be. stirred. turning the water red. (4) Titration turns the color from red to 
write direct to Morningstar, Nicol, bluish at the endpoint. 
Inc.. 630 West 5ist Street, New All equipment and reagents required for the tests are being made avail- 


‘ . - 1770 Canal . able through Hagan Corporation (parent of Hall Laboratories, Inc.) and 
York 19, N. Y. or 1770 Canalport its associated firms, Calgon, Inc., and The Buromin Company. 
Avenue, Chicago 16, Illinois 


standards of performance, lower 


Readers desiring a copy may 





AMERICA’S ‘FINEST BEVERAGE COOLERS 


Three sizes in each swer for fast, low-cost, 
model...capacity trouble-free cooling... 
range from 5 to 50 Write for literature 
cases, here is the an- and complete details, 


MODEL B . . . Wet-Dry Cooler The B EVCO Company, Ine. MODEL DB .. . Dry Cooler 


4.5.6 fr. 3316-28 So. B'way. © St. Louis 18, Mo. 6.8, 10 Fr. 


CHOICE OF THE TRADE IS THE “BEVCO MAID” 
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Brockway Glass Acquires 


Midwest Plant THE 


Glenn A. Mengle, presi- 
dent of Brockway Glass Company, WELSBA CH OZONE 
Inc., Brockway, Pa., announced re- 


cently that his company had pur- SPECIAL BOTTLERS’ UNIT FOR ALL 


chased the idle glass plant of Ster- 


ling Glass Division, Warfield Com- WHO DEMAND PURITY WITHOUT 


pany at Lapel, Indiana. It will be 
expanded and equipped with the COLOR, TASTE AND ODOR! 
most up-to-date high speed glass 
container machinery. Construction 
work is to be completed so that the 
come wale sg to begin opera- Years of experience creating world’s largest 
Brockway’s acquisition of the municipal Ozone water purifying arta 

Lapel, Indiana property will enable brings boon to beverage field! 

it to give more direct service to the 
Middle West—Chicago, Indianap- 
olis, Milwaukee, St. Louis, Cincin- 
nati, Detroit and Louisville areas. 


Now you can give your customers a beverage made with 
perfect water! The new Welsbach Ozone Water Purification 
Units for bottlers fill your need for potable and palatable 
beverage water. These Welsbach Ozonators are backed by 


a ee . the same research and experience embodied in the world’s 
Ventilating Fans Offered By : 


é : ° ‘ largest municipal Ozone purifying system in the country 
Schwitzer-Cummins 


at Philadelphia. 
Already in use in many 
soft drink plants are two types of ‘ 
ventilating fans offered by the Oxygen to the water. Ozonation makes taste and odor- 
Schwitzer-Cummins Company, In- producing chemicals unnecessary. 
dianapolis, Indiana. e BEVERAGE PLANTS e DRINKING WATER SYSTEMS 
One, known as the “Fresh-Air e FOOD FREEZING AND CANNING PLANTS e DAIRIES 
Maker’, comes in a compact, square e BOTTLED WATER SUPPLIERS e ICE PLANTS 
frame and permits universal appli- 
cation. It has four wide, deep- , ae : ‘ 
pitched blades and features a silent Ozone unit suited to meet its requirements. With a record 


When you use Ozone, you add nothing but Activated 


Any establishment needing water of critical purity needs an 


V-belt drive. The motor mounting of 75 years of efficient, dependable service The Welsbach 
frame and angle iron bearing sup- Corporation invites your inquiry as to how Ozonation 
ports are permanently welded to can help you make a good product even better. 
the frame. 

The other model, called the “Attic- ; 
Pak”, is designed for ceiling in- WHAT iS 

— 

stallation. It is said to be most use- ms 
ful where headroom is limited. ’ THE OZONE 

Both fans are available in various ) 
diameters, ranging from 24” to 48”. | , PROCESS? 
For prices, literature and further ' 
information, write Schwitzer-Cum- 
mins Co., 1125 Massachusetts Ave- 


Ozone is a gas generated by passing 
clean, dry air through an electric dis- 
charge. This gas, when thoroughly 
nue, Indianapolis, Ind. mixed with the water which is to be 
: treated, attacks and instantaneously 
, . . = * destroys bacteria, yeasts and micro 
New MRM Gravity Fillers ( organioms and removes unpleasant 
A new series of gravity taste, color and odor. Ozone guards 
liquid fillers equipped with 10-foot €S you against spoilage—with absolute 
conveyors have just been introduced . sree! assurance that your beverage will leave 
by MRM Company, Inc. of Brook- yrodes your plant and won't come back from 
lyn, N. Y. Four models, ranging 9 rovential eustoasers | 
from 6 to 12 spouts, fill containers 
from fractional ounces to two 
gallons 
All parts, including the distribu- 
tor header, are accessible for thor- 
ough cleaning. Metallic parts in con- 
tact with the filling substance are 
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made of stainless steel, or other 
metals if requested. Conveyors are 
equipped with heavy duty %4 H. P. 
motors and adjustable guide rails 
that are quickly set to accommodate 
any size container in a matter of 
seconds. 


Rum and Cola Flavor 
Introduced by Theonett 
Development of a new 
drink, “Topsy Rum and Cola,” was 
announced last month by Theonett 
& Co., flavor manufacturers of Chi- 


YOU will get 


cago. It is a blend of imitation rum 
flavor and cola, and is non-alcoholic. 

Frank Robbins, president of 
Theonett, declared that bottlers in 
fourteen states have already been 
issued franchises for the new prod- 
uct, and that franchise negotiations 
are currently under way in thirty- 
eight states. A private, decorated 
crown is available to interested bot- 
tlers. 

Theonett, one of the pioneers in 
the field of flavor manufacture, is 
celebrating its 60th 
this year. 


anniversary 


more CASES per MAN per DAY with 
Burns MASTERLINE Equipment 


—but that’s not all. 


Burns fillers are so simple that you can switch over 

almost immediately from one flavor to another or from 
one process to another as customer 
demand changes. 


Only Burns gives you this versatility 
—but then so many plus values are 
exclusive with Burns. Why not let us 
tell you how easily you can actually 
pay for your Burns Masterline Equip- 
ment with the savings it will make in 
your payroll. 


MASTERLINE Filler 
with the NEW one-man return feed. 


For complete details write 


BOTTLING MACHINE WORKS 


INCORPORATED 


BALTIMORE 18. MARYLAND 


e 1919 Manulacturers 0 


{ Bottled Beverage Plant Equipment 


SIGNS OF THE TIMES 


New Citrus Products Co. display 
for Kist beverages features vari- 
ous flavors (shown in color) in a 
carry-home carton. The frame is 
of chrome. 


—_ 


74 DANGEROUS! 


Designed for use in hotels and 
tourist courts is this novel ad- 
vertisement for B-1 Lemon-Lime 
Soda. It is intended for placement 
under glass tops or phone tables, 
or on dressers in hotel rooms. 








Self-Adhesive Displays 


Point-of-sale displays that 
feature “Eze Stick” self-adhesive 
backing are offered by Simon Ad- 
hesive Products Corp., New York 
City. The displays (for shelf strips, 
refrigerator 


fronts, mirrors and 


other locations), have ar 


extra backer of 


store 
paper which is 
quickly peeled off, permitting the 
display to be firmly affixed by hand 
pressure 


Correction 

Through a typographical error, 
the address of the O-So Grape Co., 
appearing in its advertisement in 
the June issue, was published in 
correctly The proper address of the 


company is 1931 West 63rd St., 


Chicago 36, Illinois. 
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ULL T ET 


manager of the Kerrick Steam 
Kleaner Division of the Clayton 


Manufacturing Company, El Monte, 
PERSONNEL CHANGES California, according to an an- 


nouncement by J. A. Cortright, gen- 


UM RR eral sales manager. 





Diamond Alkali Co. 


Diamond Alkali Company, Cleve- 
land, O., has announced the appoint- 
ment of three veteran salesmen to 
its technical sales and service staff 
serving the beverage, dairy and 
brewing industries. They are Dud- 
ley W. Powell, Anthony J. Pankau 
and Frank W. Palluth. Mr. Powell 
will be centered at the Pittsburgh 
branch, while Messrs. Pankau and 
Palluth will work out of the Dia- 
mond office in Chicago. 


Frostie Co. 


The Frostie Company, Baltimore, 
Md., has announced the appoint- 
ments of Milton W. Cooper, Thomas 
M. DeCorse and Carl Brendel as 
field representatives. The appoint- 
ments were made necessary by the 
constantly growing number of li- 
censee bottlers, the company said. 


Charles E. Hires Co. 


Two new members of the Fran- 
chise Division of the Charles E. 
Hires Co., Philadelphia, are now 
undergoing a complete training 
course in Philadelphia to prepare 
themselves to take over as Zone 
Managers where needed. Training 
includes work on bottlers’ problems, 
syrup sales and the vending busi- 
ness 

The two zone manager trainees 
are Fred Lupa and Al Umstead. 


Continental Can Co., Ine. 


General Lucius D. Clay, formerly 
commander of U. S. forces in Eu- 
rope and military governor of the 
U. S. Zone, has been elected chair- 
man of the board of directors and 
chief executive officer of Continental 
Can Company, Inc. 

He replaces C. C. Conway who re- 
signed after having served as chair- 
man since 1930. Mr. Conway will 
continue as a member of the board 
of directors and serve as chairman 
of the executive committee. 

General Clay, new chairman of 
the board of directors and chief ex- 
ecutive officer of Continental Can 
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Mr. Hoban, who was promoted 
from the position of Supervisor of 
Field Sales, will direct activities of 
all Kerrick field representatives and 
work closely with Clayton distribu- 
tors in the execution of over-all 
sales programs and promotions. He 
Leo Hoban has been named sales will headquarter in El Monte. 


Company, has been a leading mili- 
tary and administrative figure in 
the nation for more than three 
decades. 


Clayton Manufacturing Co. 





For More Thorough Mixing 
Choose a P & R Beverage Mixer 








Mixes within 99% of Perfection! 


By actual test, the Potter and Ray- The P G R Mixer is fully auto- 
field Beverage Mixer has proved to matic, with speeds from 30 to 240 
mix within 99°: of perfection bottles per minute, depending on 
That’s because bottles complete the size of the machine. Handles 
three full turns from top to bottom _ bottles of 12 ounces or less; only 
at a speed slow enough to permit a simple adjustment is needed to 
the syrup to flow from one end of change from one size to another 
the bottle to the other Write today for full information. 
HIGHLY EFFICIENT BOTTLING EQUIPMENT 
BACKED BY 26 YEARS’ EXPERIENCE IN SERVING BOTTLERS 

Syrup Pumps @ Water Conditioning Units 

Hand Inspection Lights Case Packing Machines 

Conveyor Inspection Lights Deluxe Water Cooling Units 

Soaker Loaders Standard Water Cooling Units 

Syrup Coolers Compressors 


MEM por rr & RAYFIELD. INq wan 


ATLANTA |, 
GEORGIA 
Chas. S. Jacobowitz, Buffalo, N. Y 
Foreign Distributor 























NY 505 FIFTH AVE 


MURRAY HILL 2-2813 


“4 Rose by any 


You'd say the same thing today. . 


Other Name" 


CREDIT: Billy Shakespeare 


. in another way: “Our product, 


without its label would taste the same”. But it wouldn't sell that way! 
Good labels, good displays are IMPORTANT, they assure your customers 
they are buying the same fine product they enjoyed before. AND good 
labels mean just one thing: . . . SPIELMAN labels. Send us your old label 
today .. . we'll redesign it and show you how much better a label can 


be. No obligation, of course! 


161-171 LEVERINGTON AVE 


PHILA. 27, PA 


SPIELMAN COMPANY, INC. 


IVYRIDGE. 3-6100 





Hall Laboratories, Inc. 


Charles E. Kaufman, formerly as- 
sistant director of research of Hall 
Laboratories, Inc., Pittsburgh, has 
been named director of research. 
He succeeds Dr. Everett P. Par- 
tridge, whose appointment as direc- 








MISSION RE-ASSIGNS 


©. G. Nichols, sales representa- 
tive for Mission Dry Corp. in the 
southern states for the past two 
years, has been transferred to 
Kansas City, from where he will 
cover the States of Kansas, Mis- 
souri, Nebraska, and portions of 
Colorado and Wyoming. This ter- 
ritory was formerly handled by 
Jack Sutton, who was recently 
named Central Division Sales 
Manager. 





tor of Hall Laboratories was an- 
nounced recently by D. J. Eriksen, 
president of Hall’s parent firm, 
Hagan Corporation. 

As head of research at Hall Lab- 
oratories, Mr. Kaufman will be re- 
sponsible for development of proc- 
esses and materials relating to in- 
dustrial and municipal water con- 
ditioning. 


Godchaux Sugars, Inc. 


Charles Godchaux, 
Godchaux Sugars, 
nounced the promotions to vice- 
president of Justin Albert God- 
chaux, Walter Godchauz, Jr., Rich- 
ard McCarthy, Jr., and Leon God- 
chaux II. All were formerly assist- 
ant vice-presidents. 

Other officers re-elected were 
Charles Godchaux, president; Jules 


president, 
Inc., has an- 


Godchaux, senior vice-president in 
charge of operations; Walter God- 
chaux, vice-president, agriculture 
and director of research; John A. 
Bertoniere, vice-president, sales; L. 
F. Martin, vice-president and treas- 
urer; Emile Godchaux, secretary; 
and E. N. Martin, Sr., comptroller 


Merck & Co., Inc. 

James J. Kerrigan was elected 
president of Merck & Co., Inc., Rah- 
way, N. J., at a recent meeting of 
the board of directors. He succeeds 
George W. Merck, who continues as 
chairman of the board. Henry W. 








JOINS STANGE 

George Liddell has joined the 
William J. Stange Co., Chicago, 
as sales representative serving 
the Wisc in-Mi sot area. 
He succeeds Bill Kimball who has 
been transferred to the New Eng- 
land territory. The former New 
England representative. S. L. 
Hutchison, has been re-assigned 
to the Chicago office. 














REG. U. 6. PAT. OFF. 
One Taste Invites Another 





» A WONDERFUL NAME 

» A WONDERFUL FLAVOR 

» WE CAN SUPPLY CROWNS 
» TERRITORIAL PROTECTION 


USE YOUR OWN BOTTLES—NO INVESTMENT 


FOR FURTHER INFORMATION WRITE TO: 


WINE-DIP CO., Moberly, Missouri 








National Bottlers’ Gazette 





| SETHNESS CARAMEL COLORING 


Brilliant ¢ Free Flowing * Acid-Proof 





Sethness means uniform, dependable Caramel. Your cus- 
tomers depend upon you . .. you can depend upon us for 
brilliantly clear, free flowing, acid-proof, Caramel Color- 
ing. Take no chances—be assured of quality and uniform 
strength. Take advantage of our experience and service. 





Johnstone was elected senior vice- 


president. 
Mr. Merck said the changes are 
a result of the sizable growth of the 








company and of the management 
responsibilities involved. 

Mr. Merck, son of the company’s 
founder, George Merck, joined the 
company in 1914 and has been presi- 
dent since 1925. Mr. Kerrigan 
joined the Merck organization in 
1907, and has been a vice president 
of the company since 1927. 


branch plant at Marion, South Car- 
olina, was announced recently. 
American Box and American 
Wood Products are currently ex- 
panding their facilities for broader 
market coverage and better service 


to customers. American Wood Prod- - 


ucts Co. will celebrate its fiftieth 
anniversary next year. 








Mason & Mason, Inc. 


Lester P. Jones, former Western 
division manager for the Pepsi Cola 
Co., with headquarters at San Fran- 
cisco, Calif., is now with Mason & 
Mason, Inc. in a similar capacity, 
covering nine Pacific Coast and Far 
: Western States. 
WYANDOTTE EXECUTIVE 
RETIRES 
Retirement of C. B. Robinson, vice- 
president of Wyandotte Chemicals 
Corporation in charge of the J. B. 
Ford Division, was announced re- 
cently by Robert B. Semple, presi- 
dent. Mr. Robinson, who joined 
the J. B. Ford Co. in 1917. will 
continue to serve Wyandotte as 
a sales consultant. 


American Box Co.—American 
Wood Products Co. 


Appointment of James G. Witte 
to general sales manager of The 
American Box Company, and The 
American Wood Products Company, 
main plant and offices at 1901 West 
3rd Street, Cleveland, Ohio, and 


J. M. DONAHUE 


Mack-International Motor Truck 
Corporation vice president, has 
been named manager of the com- 
pany’s Atlantic Division with 
headquarters in Philadelphia. 

















“AFTER HOURS” DEPOSITORY... 
PAYS FOR 
ITSELF... 


Stainless 
Steel 


Multiplex 


Dispensers 
For BARS and TAVERNS 


Fresh Carbonated Drinks 
COLA 
LEMON 
GINGER ALE 
SELTZER 


“After installing your chest 
there was a decided re- 
duction in premium on 
the insurance; enough 

in fact, to pay for the 
chest before the 

period of depre- 

clation expired.” 


SPEEDS SERVICE 
INCREASES PROFITS 
ELIMINATES BOTTLES 
Write for Folder and Prices 


MULTIPLEX FAUCET COMPANY 


4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Manufacturers of Bewerage Dispensers for 45 Years 


Carl A. Jones 
Dixie Coca-Cola Bott. Co. 
Bristol, Ve. 
Available 
with beth doors 


on same side—or with 
doors on opposite sides. 
LA PO 


| VALENTINE SAFE & LOCK WORKS ‘ASSIS 
July. 1950 131 














IOEYGOVUSIS ALLA At HL INIA NL PY QU LSA ARORA 


HELPFUL TRADE LITERATURE 


a TTT POUYYNSETYOPSRAPORSUFRE HALAL 


Publication of the text of the 
most comprehensive discussion of 
plant maintenance ever undertaken 
has been announced by Clapp & 
Poliak, Inc., the management of the 
Plant Maintenance Show which was 
held in Cleveland, O., in January. 
The two-volume text, “Techniques 
of Plant Maintenance—1950”, con- 
stitutes the proceedings of the first 
Plant Maintenance Conference held 
concurrently with the show. The two 
volumes comprise 278 pages, and in- 
clude 47 pages of tables, diagrams, 
illustrations, graphs and charts. The 
books are available from Clapp & 
Poliak, Inc., 341 Madison Ave., New 
York 17, N. Y. Price for both, post- 
paid, is two dollars. 


“Why Glycerine for Foods?”’, a 
booklet containing information re- 
garding the uses of U.S.P. Glycerine 
in handling and preparation of 


Any season, every season—Julep Flavors outsell others. 
emoves & reven S Quantity discounts and prepaid freight increase your profit 


| IKY g LIME 10 or 200 Davis ao 


Pure Carbonic Company, a Divi- 
sion of Air Reduction Company, 
Inc., has announced the publication 
of a revised “Volumes of Carbona- 
tion” wall chart. The range of the 
chart has been extended to 61% vol- 
umes and reads in standard terms 
many types of foods and beverages, of volumes at 60°F, regardless of 
has been published by the Glycerine temperature at which bottle is 
Producers’ Association. It combines tested. 
technical data of concern to the This visual guide tells at a glance 
chemist, with interesting facts exact carbonation of bottled bev- 
about usage for the non-technical erage at any temperature within 
user. Copies can be had free on re- the range of the chart. 
quest to the Glycerine Information For a copy, write Pure Carbonic 
Service, Dept. PR., 295 Madison Company, 60 East 42nd Street, New 
Avenue, New York City 17. York City. 


% * - + - 


HIVARUAHG GULLIT, 


A 


MALGUSS Ut 000A THR 


A new 4-page, two color bulletin, The third edition of “Bridges 
.. 573-3, describing liquid meters Food and Beverage Analyses’ has 
or measuring and batching liquid just been published. Called ‘‘the 
sugars, syrups, and water, has just most comprehensive collection of 
been released by Neptune Meter food analyses data yet seen” by the 
Company, 50 West 50th Street, New New York State Journal of Medi- 
York 20, N. Y. Bulletin tells how cine, the book contains 412 pages 
Neptune liquid meters save ingredi- and 61 tables. Price is $5.50 per 
ents, accurately control formulas, copy, and it is published by Lea & 
eliminate unsanitary conditions, Febiger, Washington Square, Phila- 


and provide accurate cost account- delphia, Pa. 
ing figures. Copies are available on > Ss 
request Five models of HYSTER Sals- 





time 
ALL THE TIME 


margin. Write for details: THE JULEP CO., (famous 
for Howel’s Root Beer), 353 W. Grand Ave., Chicago 














SCALE ee 


Write for FREE Test 


"ZI, 
THE UL 4 CORP. 


905 MASSACHUSETTS AVE. - INDIANAPOLIS 2, INDIANA 


» profitable melody. 
DeLisser quality extract 
CREAM—The ever popular refresher—1! oz. 


HI-Y-EE— A delicious Pineapple beverage—1/10 


__ Tempting Black Raspberry—4 ox. 
TRUE FRUIT Tantalizing Black Cherry—4 ox. 


Full Line of Soda Water Flavors. 
Write for Samples and Prices. 


THE GINGER HOUSE” 
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SMT IAT DE Se 


“The best of them all” 


—in the“handy” bottle! 


CANADA DRY GINGER ALE INCORPORATED, 100 PARK AVENUE, NEW YORK 17,N. Y. 
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bury Turret Trucks, formerly man- 
ufactured by the Salsbury Corpora- 
tion of Los Angeles and now taken 
over by the Hyster Company, are 
pictured and described in an eight- 
page catalogue just released. In- 
cluded in the turret line for hori- 
zontal materials handling are Plat- 
form, Pallet and Cargo Trucks as 
well as Tugs and Auto-Loaders. For 
a copy write the Hyster Company, 
Portland 8, Oregon for form num- 
ber 1138 
* * 

“Modern Time and Cost Savers”, 
a 24-page booklet giving detailed 
information on Standardized Con- 
veyor units, has been prepared by 
Standard Conveyor Co., North St. 
Paul 9, Minn. Profusely illustrated 
with charts and photographs, the 
booklet contains data on various 
types of roller, belt and wheel con- 
veyors for elevating, lowering, and 
horizontally conveying cases, car- 
tons, sacks and bundles. 
Copies are available on request. 


boxes, 


* ” » 


Barnstead Still & Sterilizer Co., 


Inc., has issued a new compre- 


hensive catalog, No. 123, which de- 
scribes in detail the difference be- 
tween distilled and demineralized 
water. The 20-page catalog high- 
lights the advantages of either dis- 
tilled water or demineralized water 
as used in manufacturing and proc- 
essing operations which call for 
pure water. It also cites case his- 
tories on quality control of water. 
For a copy, write the company at 
216 Lanesville Terrace, 
Hills, Boston 31, Mass. 


* ia * 


Forest 


Gould Storage Battery Corpora- 
tion announces a revised Second 
Edition of the free 40-page pocket- 
size handbook of technical instruc- 
tions and engineering data on mo- 
tive-power storage batteries. Care 
and operation, maintenance and re- 
pairs, parts, and technical data are 
among the topics discussed. Copies 
of the new handbook can be ob- 
tained without charge from the 
Gould Battery Corp., Trenton 7, 
New Jersey. 

* i * 

Yale & Towne Manufacturing 

Co., Philadelphia Division, has pub- 


lished a new four-page bulletin de- 
scribing the Pak-Loader Fork 
Truck System of palletless handling. 
The elements of the Pak-Loader 
System are presented in an over- 
all inclusive manner that permits 
plant managers, shipping super- 
visors, traffic engineers, and ma- 
terials handling experts in specific 
industries to apply the Pak-Loader 
System to their own special re- 
quirements. 

For a copy, write The Yale & 
Towne Mfg. Co., Philadelphia Divi- 
sion, Roosevelt Blvd. & Haldeman 
Avenue, Philadelphia 15, Pa. 

* * * 

A detailed Instruction Book and 
Parts Catalog covering the installa- 
tion and operation of bottling 
equipment manufactured by the 
Geo. J. Meyer Manufacturing Com- 
pany, Cudahy, Wisconsin, has just 
been released by the firm. The book 
also carries exploded view illustra- 
tions of the company’s bottle clean- 
ers, fillers and crowners, and Syn- 
Cro-Mix filling system. It is avail- 
able to all users of Meyer Dumore 
equipment. 








literature sent upon request. 





COOL SYRUP and 
speed up FILLER 


Why not let a Mojonnier Syrup Cooler deliver 
cool syrup to the fillers! Many plants thereby 
have speeded up filling 10% or more. 


Mojonnier Junior Syrup Cooler (illustrated) is rated 
at 16 and 48 gallons per hour; Senior models rated at 
115 and 265 gallons per hour. Cover all requirements 
of the Industry. Fit in any type plant. Descriptive 


Bro1. Co. 


4601 WEST OHIO ST., CHICAGO 44, ILL, 





A Finer Vanillin of Exquisite Aroma. 














for STANDOUT QUALITY 


Consult your flavor supplier 





: 

STAINLESS ite. 4@2 5 
wT HOMSEN “: 
LINE 

FILTERS 


SANITARY 
AND BRINE 


STANDOUT SALES 


WONDER ORANGE CO. 


223 W. ERIE $T., CHICAGO 10, ILL 


VALVES 


J 


FITTINGS TUBING 


L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
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IN CANADA 


Is It Still a Seller's Market? 


A noted Canadian merchandis- 
ing expert declared recently that 
“a seller’s market always exists for 
those aggressive sellers and mer- 
chandisers who have always seized 
the initiative, and have made cer- 
tain that their products were al- 
ways prominent in distribution and 
foremost in people’s minds.” He is 
Hedleigh vice-president 
in charge of sales of Shirriff’s, Ltd., 
food products’ manufacturers. 

Mr. Venning added: “I do not 
necessarily refer only to those com- 
panies who have advertised heav- 
ily and consistently. Advertising is 
only part of a thorough marketing 
program. A marketing 
plan has been likened to a military 


Venning, 


complete 


campaign. The sales force repre- 
sents the infantry, product adver- 
tising the artillery, institutional 
advertising the air arm, and the 
public relations the propaganda and 
intelligence. It is by the coordinated 
efforts of all these forces that a 
seller can, if he is aggressive, wise 
and energetic, maintain a firm hold 
on his market.” 


Kist Appointment 

C. E. Bradley has been appointed 
assistant to R. E. Inman, sales and 
service representative to all Kist 
bottlers in the Province of Ontario, 
The Kist Canada, Ltd. has an- 
nounced. Mr. Bradley joined Strat- 
ford Kist Beverages in 1943. 


July, 1950 


Paul Brunelle New Head of 
Quebec Association 

Paul Brunelle, associated with 
the firm of U. L. Brunelle, Vic- 
toriaville, Quebec, was elected Pres- 
ident of the Quebec Bottlers of Car- 
bonated Beverages at a 
meeting of the 
Brunelle 


recent 
association. Mr. 
replaces Emilien Fluet, 
who has resigned. 


Toronto Orange-Crush Plant 
In Production 


The new plant of Orange-Crush, 


Ltd., Toronto, is now in production. 
The plant features three bottling 
lines, each equipped with a modern 
40-spout filler; a 12-wide, 5-com- 
partment, soaker; an 


automatic 
mixer, carbonator and water cooler, 
and two inspection lights. 

The fork-lift truck and pallet 
system of materials handling has 
been adopted in the new plant, and 
the company claims that the cost 
of handling operations has already 
been reduced 20%. 

The plant Orange- 
Crush, Kik Cola, America Dry, and 
Hires Root Beer. 


produces 


Reports Business Booming 
L. H. Luther, general manager 
of the Blue Label Bottling Co., Cal- 
gary, Alta., bottlers of Stubby bev- 
erages, reported recently that his 
company is experiencing the largest 

volume of sales in its history. 
Since purchasing the plant two 





years ago, Mr. Luther has modern- 
ized and expanded the plant consid- 
erably. New equipment has been 
installed, and additions have been 
made to the delivery fleet. 

Mr. Luther is vice-president of 
the Alberta Bottlers of Carbonated 
Beverages. 


New Freshie Promotions 


ae ys Ltd., 
Toronto, has launched two new pro- 
motions to promote its Freshie bev- 


Cowan Importers 


erages. 

One is a children’s contest that 
will be advertised and conducted in 
English and French weekend pa- 
pers, daily newspapers, and farm 
publications. The other is a pre- 
mium deal. 

A new Freshie display carton has 
been designed giving special men- 
tion to the contest. Entry forms, 
which are included in each carton, 
also give full information on the 
premium offer. 


New John Collins Bottlers 


John Collins of Canada has re- 
cently awarded franchises to Gus- 
tave Paquet, Grand’Mere, P.Q. and 
Langlois & Mercier (proprietors: 
Messrs. J. & R. Vallieres), Armagh, 
P.Q. 


Joins Parent 7-Up Firm 


Douglas E. Patterson, formerly 
associated with M. W. Graves & 
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Co., Ltd., N.S., re- 
cently joined the Dominion 7-Up 


Bridgetown, 


Co., Ltd., Leaside. Mr. Patterson 
will serve as parent company repre- 
sentative for western Canada, with 
offices in Winnipeg. 


New Plant Opens 
Farquar’s Beverages — the first 
soft drink bottling plant to be es- 
tablished in Little Current, Ont. 
recently started operations. It will 


produce Stubby beverages. 


Mission Plant Expects Big Year 

Cecil Allward, Manager of Mis- 
sion Orange Canadian, Ltd., report- 
ed recently that sales of Mission 
beverages in Victoria, B. C. are due 
for a big increase in 1950. A new 
plant was recently purchased by 
the Mission Orange Bottling Co. of 
Victoria, 


tripling productive ca- 


pacity 


B. J. Stutz New Wynola Head 


B. J. Stutz has 
managership of the NuGrape Bot- 


relinquished 


. STUTZ 





tling Company, Los Angeles, Cali- 
become head of the 
Wynola Corp., Ltd., Toronto. Wy- 
nola is the parent firm for NuGrape 


fornia, to 


and Sun Crest in Canada. 


Expanding Plant Facilities 

A 10,000 square-foot addition to 
its plant is now under construction 
by Chas. Wilson, Ltd., Toronto, 
Ontario. The new building will be 
uséd as a storage area. The com- 
pany also recently installed a new 
bottling unit and an automatic 
conveying system. 


Kist Enjoys Good Year 

A year of progress was reviewed 
at the annual meeting of share- 
holders of Kist Canada, Ltd., held 
recently at the company’s offices in 
Stratford, Ontario. A substantial 
increase in volume of business was 
shown in the company’s financial 
statement. 

Directors and officers reelected 
for the ensuing year were: H. A. 
Showalter, president; M. J. Seguin, 
executive vice president; A. Riches, 
Jr., secretary-treasurer; and T. L. 
Tremblay and R. I. 


rectors. 


Frears, di- 


Would Ban Soft Drinks In Schools 


Sales of soft drinks and candy 
in school lunch rooms should be 
discontinued, The Ontario Educa- 
tional Association urged at its re- 
cent annual convention in Toronto. 
The recommendation was made 
during a panel discussion at a meet- 
School 


ing of the association’s 


Health Section. 


“the making of a GOOD ORANGE DRINK” 


PLYMOUTH BRAND 


Lorida Change 


CONCENTRATE 


. . « Made from fresh, vitamin-full, sun-sweet oranges. 

A high quality concentrated orange beverage base for 

refreshing, healthful bottled drinks—plain or car- 

bonated. Easy to use and standardized for sugar, 

citric acid, stabilizing vegetable gum, orange oil, 
. Vitamin C and color. 


PLYMOUT 


ACID PROOF CARAMEL 


FOAMING TYPE CARAMEL 


Mail $1 


CITRUS PRODUCTS 


COOPERATIVE 
PLYMOUTH, PLORIDA 


for a Trial Gallon 
of Bottling Syrup 


Prove Marbert is a Great Cola. Get this test gallon 
Bottle and taste it. Send a dollar to Marbert Products, 
Inc., 19 E. Lombard St., Baltimore 2, Md. “Offer good 
in United States and Canada only. Syrup available for 
Test Only. Marbert sold in Concentrate form 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Samples on Request 


D. D. WILLIAMSON & CO., Inc. 


5.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1. N.Y 


You Can't Buy a Better Concentrate Than 


MarBert Coa 
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CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 
INFORMATION 


ON CLASSIFIED ADVERTISING 


® For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number 
is not included in word count. A num- 
ber, or group of numbers is considered 
as one word. 

® Orders for classified advertising 
must be accompanied by payment. 

® Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 

© All advertisements appearing in 
these columns are bona fide. In an- 
swering same, please take notice that 
letters must be sent to the box num- 


ber, initials, name or address given iven by 


SPECIAL 
ANNOUNCEMENTS 


BOTTLERS 


WE BUY 


TRADING POST 


SELL - EXCHANGE 


cases 7 oz. O-So Grape 
gross 7 oz. B-1 Botties 
gr. new 7 oz. ACL Botties 
full depth cases 7 oz. ACL sodas 
full depth cases 7 oz. flint sodas, 
small name in glass. 

5000 full depth cases 10 oz. ACL flint 


800 gross 12 oz. attractive sodas, fiints 
and emerald green 


1000 full depth cases 29 oz. sodas 
500 gross new emerald green 32 oz. 
sodas 


“BUYS” 
and cases 


check with us for real 
on other franchise bottles, 








& SUPPLY CO.’ INC 


BROOKLYN 9. N.Y 
HVIEW 8.345 





advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 

® Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address. All answers 
sent in care of this office are promptly 
forwarded. 

NATIONAL BOTTLERS’ 
GAZETTE 
80 Broad Street, New York 4, N. Y. 

















FOR SALE 


Business Opportunities, Bottling Establishments 


FOR SALE.—Dr 


175,000 ca ar 


SS BOX 336 


FOR SALE 
pprox. 100,000 
I Oo. BOX 404, Se 
FOR SALE 

East ( ra 


wire 


write—G 
SALE 


FOR 


ebu 143 
BOX 345 


July, 1950 


IT 1S INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor” 
write for free sample to 


CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, Ill. 








Machinery For Sale 


BOTTLE RINSER MADE BY U. S. BOTTLERS 
MACHINERY COMPANY. USED ONLY A FEW 
TIMES. LOW PRICE. 
PETER HAND BREWERY COMPANY 
1000 W. North Avenue, Chicago, Illinois 


| O-So 


CLASSIFIED 
ADVERTISING 


FOR SALE 


bottling works 


Double Cola and Delaware Punch 
operated 1913 by present 
owner, now seventy; time to retire located in 
rapidly growing community of 300,000.—-G J 
BOX 344.—7.-2 


FOR SALE.--Sacrifice for 
plete bottling line in excellent 
operation up to several months ago; must move 
from building; first good offer can “steal” this; 
includes 8-wide, double-end Meyer, 3-compt. soaker 
for pints and smaller, with automatic feed and 
2-compt. Evans heater; Cem 24 filler and crowner, 
15 ton York ice machine, Cem 400-gal. saturator, 
onveyor, bottle counter, and 36 inch accumulat 
ing table, automatic case mixer and roller co nvey 
rs; inluded will be over $2,000 worth of plumb- 
ing and electrical utilities installed new in 1948- 
pipes, valves, conduits, motor 
tectors; all will be 
machinery can be 
also to be sacrificed are 
standard, reamed half-depth Pe 
good, usable condition; carload 

make an offer 

ton with 8 

chassis and 1 12-ft. oak stake 
ton cab and chassis; 2 6,000 It irk electric 
trucks with 36 inch forks, 16 cell Exide 
and 4%) amp Mallory chargers; good « 
be accepted on any of the above for 

Phone 8-9335. AUSTIN 
BOTT CO., 80 Red River St., 
1 


since 


juick sale—-com- 


running order; in 


sacrificed for 
inspected in ope 
remait 


pi 
COL \ 


lex.——7 


Austin, 


FOR SALE. 


plant 


Come to 
including 2 delivery 
Grape, and O-So franchises for 
San Bernardino and Riverside Counties; for sale 
for $16,500.—-BUSH REALTY, 8% “IT St 
San Bernardino, Calif.—4..1 


California; complete 
, Orange Crush, 


FOR SALE.—-Family changes make available 
this well-established bottling plant with annual 
cap. of 340,000 cases; located in Central New 
England, serving population of 510,000; excellently 
situated, modern building, efficiently equipped for 
profitable operation; national cola franchise, and 
complete line of flavors insures year-round income; 
business has shown consistently good earnings, 
and has always operated at a profit—-HENRY M. 
CLARK ¢ Oo 100 Broadway, Springfield 3, Mass 


6-2. 








FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 





Chartes 5S. JACOBOWITZ a 


3071 MAIN ST BUFFALO 14, & Y AMHERS 


TRADE-IN SALE 


We are interested in trading the following equip- 
ment a 
Used Bait. fillers for recond. Burns fillers 
Used Burns fillers for recond. Dixie auto 
Used Liquid (2-spts. for recond. Liq. 24-spts 
Used Cem 28's for recond. Cem 40-spouts 


Used Cem 250 or 500 gph for Liquid 
500 gph 


300 or 


Reconditioned equipment 
immediate delivery. We 


above is available for 
also have largest stock of 
bottle washers in the country, including Meyer- 
Dumore, Ciquid Carbonic, Barry-Wehmilier, D&L 
Miller Hydro, etc. in addition, our export ware- 
house in New York City has nine boftie washers, 
five fillers, four carbonators, four tabelers, ete 


you have surplus equipment or require 
used, reconditioned, and guaranteed - like - 
equipment, tell us your needs. Save at least 
cents on the dollar! 


tJ 2 4, Pp 
Sewing American Industry for over IO Yeaw 


tand 2 he: 1 han 


FOR SALE 


pints S-wide 


Cem 20 combination for splits and 
washer = automatic ur 
loader saturator; I2-head Liquid 
mixer compressor and condenser 
a accumulating table—motor driven 1% h.p. mo 
or; 26 ft. conveyor and chain. -ROYAL CROWN 
BOTT. CO., 701 N. Main St., Ft. Worth, Tex 


FOR SALE.—4 Cem 12-head tumbler mixers 
practically new having operated ess than 6 
months; price-——$1,875 each, f.o.t COCA-COLA 
BOTT. CO. of MINN.,, Inc., 2085 University Ave 
S.E., Minneapolis, Minn 7 


FOR SALE.—75 skids 36” x 54”, $8.00 ea; 1 
lift truck good condition $150; 2 lift truck od 
$10) e€a., 2,000 cases and bottles, quart 
$1.00 per case, gre and white bottles 
mixed; {.0.b.—SEVEN-UP BROOKLYN BOTT 
CO., INC., 6401-6 Ave., Brooklyt 7 


condition 
28-0z 


FOR SALE 
32 oz ery g 

exchange ” 
automat 7 belle 
OO wr 

i200 

Dry t pla 
BOTTI Ww KS 
FOR By ss E.-—( 


parte t hields 


mplete 
filling mact 
feed machine 
WATKINS 


matics M E 
. t Pittsburg! 





p= SWANEE FLAVORS = 
HELPS YOU PRODUCE 
BETTER TASTING, FASTER SELLING BEVERAGES 


@ GRAPE e LEMON e ORANGE 
e GINGER ALE e ROOT BEER e STRAWBERRY 
e CREAM SODA e LEMON-LIME 
@ SHAMROCK LITHIATED LEMON 


JO-JO & SWANEE CHOCOLATE 


Begin bottling our chocolate now— 
Keep winter sales high. 


BOB’S-COLA CO., INC. 
867 LEE ST.,S.W. ATLANTA, GA. 
Replies West of Mississippi address te 





30-30 CHOCOLATE Co. 
1127 8. Beckley Street, Dallas, Texas 

















RIVER RAISIN PAPER CO. 
DISPLAY DIVISION 
DIMENSIONAL POINT OF SALE DISPLAYS 
° EYE-APPEALING 





WRITE OR WIRE FOR PLANS TO 
INCREASE YOUR SALES WITH 


iy oy COL-FAST” 
T-SHIRTS 


-..and have free colorful 
advertising for months 
ond months. 


VICTORIA 
SILK PRESS, INC. 


805 LUCAS AVE. 
ST. LOUIS 1, MO. 





* IMMACULATE 














+ SMQOTHEST FINISH fr ——— 
* WASHABLE “HOTTEST TIP 
1 EVER GOT” 


Says D. Montgomery, dealer, San 
Antonio, Texas, ‘Thanks to my Pay- 
Pull unit, my soft drink business now 


pays off. It stopped losses; saves me 

time and money. | can't afford NOT 

U. $. SA NI TA RY joven Pull. It's the hottest tip 

Tey PL 7edO ractony 

M 0 T B WRITE FOR MULTI-COLOR | He venig ferent pare 
DESCRIPTIVE BULLETIN Guaranteed. Trade discounts. 

PAY-PULL MFG. CO., Inc. 
U.S. ELECTRICAL MOTORS Inc. ‘seamen teen 


Atlantic Plant: Milford, Conn, * Pacific Plant: Los Angeles 54, Calif. \. 
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Glass-lined sirup mixer, bottom 
bags sugar; apply—BOTTLERS 
63 S. Poplar St., Hazleton, Pa.— 


“FOR SALE 
drain, cap. 3 


— Cco., 


t 1,600 cases of 12-0z, stand 

24 bottles in a full depth, 

case with fiber partition; all 

DOc per case ADLER, 1219 N 
ore 1, Md.—7.-1 


FOR SALE. 
r flint soda 


FOR SALE plit bottles; 675 gross white 
230 gross green split bottles with or without cases 
some plain, Laurel Club; samples 
sent on request; make an offer.—LAUREL CLUB 
BEV. CORP., 1705 Columbus Ave., Boston, Mass 
7.-1 


narked 


FOR SALE.—12-wide D&L 
automatic load and unloa 
CANADA DRY BOTT 
Albany, N. ¥ 7.-3 


double-end washer ; 
; 1 year old, like new 
CO., 815 Central Ave 

FOR SALE H)-spout 
nixer; excellent cor 
wit 


filler and Cem 12-head 

dition ; now in use; replac ing 

larger machinery; bargain; sho rule d be seen te 
1 


appreciated.—G. A ‘BOX 339.—7 
FOR SALE.—Model C 


Meyer accumulating table 
Dumore 
6 carbo ¢ 


Dixie equipped with 
4-wide half-pint Meyer- 
offer; new Mojonnier, type 

equipped with Taylor two 
pen reco ised 3 months, $1,500; 1,000 
gal. Cem saturator, $1,000; we can make immedi 

ate shipment.—SEVEN-UP BOTT. CO 1120 
Montrose Ave., St. Louis, Mo.—7.-1 


eee BALE. Used T-oz. 


oaker, make 


Grape bottles 
CHICAGO 
Pulaski Rd 


O-So 
them 
1307 S 


takes 
0-SO GRAPE CO 


Chicago 23 


FOR SALE.—Red 
13,000 @al. car etween regeneration, ¢ 
tk Brian tank, meter, and valves; 
t I ZB yuid washer; best « 
APITOI DISTRIB. CO 


ymna, Muinr 


offer 
BOT I 

7.-1 
Diamond water softener 
ymplete 
used 8 
ith yndition 
ite—( Box 37, Owa 
FOR SALE Liquid O & J Duplex R. H. lab 
yndition, $1,800 or best 

xchange or em og and pay difference 

RE. ADING "BOTT WKS 122 S. 3rd St., Read 
ing Pa 1 

von SALE Appr x. 350 er 


»ttles me; make 


\ ig TY 
Te 


eller, 3 size changes < 


tall 7% oz. ACL 
offer; tob Toledo, 
CLUB BEV. CO., 25-33 17tt 
7.-1 

FOR SALE Liquid Red 
filler, Ser. N 2 & J Liquid automatic 
rotary labeler, Ser RH.-799 Wo rid labeler 
semi-automatic 1 of the above machines factory 
rebuilt.—MICHF ha I ” EQUIP CORP., 2038 Bergen 
: Y 7.-1 


St., Bklyn. 33 


FOR SALE 


Baker ice mact 


Diamond 


6 four cylinder 
months; c¢ 
with all gauge .; fob C 
—— CITY 
2141 W iway ouncil Bluffs 


FOR SALE 


One 3 F6B 
mplete 
suncil Bluffs 
BOTT. CO 
lowa.—7.-1 


1,000 gr. flint T-oz. cap., 12-0z 
weight soda b s, lettered Stoner’s on she 
“0 gr. are riginal cartons perce 
for new and OO pe for used 


Pa_-STONER BEV, CO., Hart 


yulder ; 
) 
isburg z 


15 Mills cup 
OCA-COL: 
Nashville, we 


y achines, us 


ee 
BOTT. WKS 


available now; 1 

automatic tor quarts; 

ne 1 water cooler 

i stee th pun condensing unit 
aplete cap. ! t self-dr aining sirup 
} 1-60 1 z 4 40-gal. with fit 
all at ir plant; above equipment replaced 
t make an offer for all or part.- 

‘WKS., IN¢ Peekskill, N. ¥Y.— 


apa 
BOT 


wr larger 
ABELE 
7.-1 


FOR SALE 1 Mode 
feed table 500-gal 
1m) I 
DR 


C Dixie, automatic 
1 L iquid L ifetime carbonator ; 
riple R Beer bot 8-oz.; write— 
, PPE R BOTT o. Tullahoma, Tenn.— 


with 


2 World Automatic Labelers; one 
and; for splits, pints and quarts 
n; can be bought cheap as is, or 

nur bottles and labels; also 1 
arbonator, newly relined, 300 gph, cheap 
LIQUID MACHINERY CORP 


871 
R lunts Pt., Bronx 59, N. Y 7.-1 


FOR SALE 
juid ¢ 
STAR 


July, 1950 


ATTENTION!! 


Partial Listings from our SPECIALS 
1,50) 


1301 Grand St. 


BARGAIN HUNTERS!! 


0 gr. new Yad 10-02. sodas 9'/2"' ht. 14 oz. wt. 
12,000 we 5 28/1 TNs Spur botties, 10,000 cases 


28/6 Seu 
‘Aint stippled botties ‘Bob Davis’ new 
and used. 


cases 24/62 ACL “Joe Louis". 
gr. 62 ACL ‘Excelsior’ 
CL ‘'Holt''. 


cases 247 oz. ACL "Cheer U Up’ 
gr. 8 oz. emerald green ACL "*Chaser"’ 
r. 12 oz. ACL ‘'Suncrest’’ 


50 ° 
150,000 Kir depth 7 oz. cases, 6,000 full depth 29 oz. 


i. BASKOWITZ BOTTLE CO., INC. 


Brooklyn 6, N. Y. 





3803 Orange Ave. 


We Will Buy At Any Point 


Any Quantity of Emptied 10-Galion Grapette, 
Double-Cola, 
and Also Wooden Kegs, Barrels and Steel 
Drums. 


and Pepsi-Cola Metal Cans; 


BUCKEYE COOPERAGE CoO. 
Cleveland 15, Ohio 








FOR SALE 


1,000 cases 12-02. capacity, flint, tall, semi-steinie with 
private ACL; 2,000 cases flint, 
ACL, tall sodas packed 24 to full depth shell; 
cases 32-02. 
packed 12 to full depth shell; 
capacity, flint, plain sodas initialed on shoulder; ene 
earlond T-ounce capacity tall, flint sodas with private 
ACL; 300 gross 6-02. capacity ACL Chere bottles. 


10-e2. ca y, private 
1,000 
quarte with private ACL, 
1,000 cases tall, 12-ex. 


capacity flint 


SIGNER BOTTLE SUPPLY CO. 
Cincinnati 14, Ohio 














MANAGEMENT-CONTROL 


OF A PROMINENT FRANCHISE CO. 


AVAILABLE FOR $50,000 


The Board of Directors of this company offer in re- 
turn for an investment of approximately $50,000:— 


1) 75,000 shares of $1.00 per capital stock. 

2) A percentage of the gross or net income 
to the party or parties accepting this 
proposal as consideration for exclusive 
management. 


If interested, write for further information to: 


BOX 1776 


c/o NATIONAL BOTTLERS' GAZETTE 


80 Broad Street, New York City 











28 Wasson S$ 


FOR SALE 


2M—7-oz. O-So Grape half-depth shells 30 bt. each 
10M—10-oz. & 12-oz. 
5M—32-or. full depth Shells 

10M—Steinie Shells 

700—Gr. New 7-oz. ACL Hi-Spot Bottles 
365—Gr. 28-oz. bottles, small name around neck 


WANTED: Your surplus botties, cases, siphons, etc. 


full depth Export shells 


Consult us. 


wees BOTTLE COMPANY, INC. 
+. Buffal 











jo 10, N. Y. and shipped immediately.—G. D., 


FOR SALE.—1,500 gr. 12-o0z. flint beer bottles 
s $1.00 per gr.; samples sent on mequert, —WEST 
END BOTTLE & BAG CO., 529 W. Pear! St., 
Indianapolis 4, Ind.—7.-1 

FOR SALE.—Barry-Wehmiller single compart- 
ment soaker; Meyer-Dumore Jr. 4-wide washer; 
2 Bastian Blessing carbonators belt drive; first 
$500.00 takes all; f.o.b. LaCrosse—LA CROSSE 
BOTT. WKS., INC., 520 S. Third St., LaCrosse, 
fis.—7. 
8-wide Meyer-Dumore; 
Filler, 32-spout Liquid low pressure; Crowner, 
S-head Liquid (1942); Mixer, 15-head Liquid 
(1942); Carbonator, 500 gal. per hr. Liquid; 
Water Cooler & Controls, 500 gal. per hr. Mo- 
jonnier, stainless steel, new 3-22-49; Compressor, 
15 ton ammonia Frick; Air Compressor, Worth- 
ington; Accumulating table; inspection light; 35’ 
Conveyor and S80 stainless steel conveyor chain; 
skidded; ready for shipment; bargain voce of 
$7,500.00 f.o.b. Norfolk; contact-—SE N-UP 
BOTT. CO., P. O. Box 1497-—1012 W ‘Dech St., 
Norfolk 8, Va.—7.-1 


FOR SALE.—The following 


able because new faster 


~ FOR SALE. 


Soaker, 


equipment avail- 
equipment is coming im: 
Meyer Dumore 4-compt., 12-wide soaker for qts., 
pts., and splits; Cem 40-spout filler and crowner, 
new in 1947 with dials for quarts, pints and splits ; 
Miller Kendall 16-head mixer; Ermold labeler, 
4-wide, with label boxes and pickers for quarts and 
pints; Standard Knapp automatic packing ma- 
chine, new in 194 Cem sogeratoss 1,000-gal.-per- 
hr. cap BOOTH BOTT. , 687 W. Rockland 
St., Phila. 20, Pa 1 


FOR SALE.—6%4-7 oz 
depth cases We cs.; & 
$1.50 gross; 1,000 


Moxie; full 

}) gr. emerald green splits 
cs. Sonate flavor bottles 
$1.50 ger 2,000 cs. Red Rock in full depth cs., 
SOc cs.; 3,000 cs. Clicquot Club in full depth 
cases, Oc cs.—300 gr. 644-0z. amber White Rock 
style, $1.50 gr.; 5,000 cs. Hollywood in \“4-depth 
shells, 0c per cs.; 2,000 cs. Grapette style in 
Y%-depth shells, 30 to cs. 30c per cs.; 250 gr. 
soda bottles ht. 74”; $1.00 gross; 100 gr. Alka- 
tine $1.50 -BEVERAGE DEALERS 
al 67th St., Cleveland, O.— 


SOO cases 


ross, 


- 
CO., 2652 E. 


FOR SALE.—500 cs. tall 8-0 
shoulder, We per cs.; 300 gr. miscellaneous name 
sodas 9-oz., $1.00 per gr.; 2,000 cs. Red Rock 
Bev. bottles in full depth cs., 0c per cs.; 1,000 
cs. 12-0z. Red Rock Cola in full depth cs., Wc 
per cs.; 400 cs. 12-0z. Mission Orange Wc cs.; 
1,000 cs. 12-0oz. Purity, We per cs.; 2,000 cs, 
Castle Club, 530c per cs.; 200 gr. Spur 12-02, 
$1.50 gr.; 200 gr. Wine Pts. 12-0z. $1.00 gr.; 200 
gr. white export beers $1.50 gross; 53) gr. King 
Orange 12-0z. $2.50 gr.; 200 gr. White Rock 
style emerald green, 12-0z. $1.50 gr.; 200 gr. 
amber White Rock style 12-0z., $1.50 gr.; 100 gr. 
amber Sth’s, White Rock style, $3.00 gr.; 32-02. 
in full depth cs., 3,000 cs. Castle Club ACL, 0c 
cs.; 1,000 cs. Osborn ACL SOc cs.; 200 gr. plain, 
1 name on bottom $6.00 gr.; 1,000 cs. Hollywood, 
85c cs.; 100 gr. Wine 5Sth’s, $1.50 gross; we buy 
surplus bottles, machinery and siphons.--BEV 
DEAL ERS PROT. CO., 2 E. 67th St., Cleve- 
land 4, Ohio.—7.-1, 


FOR SALE. 


z. soda, 1 name on 


Plant; Southwest, ideal model 
plant; national franchise; large population area; 
short hauls; machinery, equipment excellent shape; 
volume increase every year; plenty bottles, cases; 
will sacrifice.—G. I., BOX 347.—7T.-4. 


FOR SALE.- 
ment, single end 
Ser. #LS3419 


~Liquid washer, 8 wide, 2 2-compart- 
feed, for ints and half-pints, 
Meyer 16-5 filler and crowner, 
for pints and half-pints, Ser. #R50; 18 bottler’s 
4-rack bodies, open type, 170 case capacity; all 
pant in good condition; low price; write— 
( Xf COLA BOTT. CO., Washington, me Je 
7 


FOR SALE.- 
compartments, 
diate delivery 
N. State St., 


Meyer Dumore bottle washer 3 
8-wide-qts, 12 and 7-« 
NEW WORK ort 
N.Y 


Syracuse, 


WKS., 1010 
FOR SALE. 
7-oz. bottles; 1 
bottles; write 
Poplar St., 


One car of new , flint 32-0z. and 
name and crowns to correspond 
BOTTLERS SALES CO., 68 S. 
-L 


Hazleton, Pa.—7 


FOR SALE.—-Vending units and coolers; 4 
Model 120 Selective American vendors; good 
mechanical condition, 1 almost new; $75.00 each 
as is fob our plant; reason for selling, standard- 
zing on another type weaeer BARQ'S BEVGS., 


( Corpus Christi, Texas 


FOR SALE 


pressor 


Potter Rayfield Ceoler; 
excellent condition, immediate 
— with larger unit recently; 
fler.—-G. C 


BOX 341,—7.-2 

FOR SALE. 
ditioned excellent 
tachment splits, 


5 hp com- 
delivery, 
make us an 





Cem 40 rebuilt ; 
late model 
pints, 


completely recon- 
automatic filler, at- 
quarts; can be inspected 
BOX 342.—7 
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FOR SALE.--1 
_ are brand new 
an; price Se per 

1014 Shackamaxe 


200) cases 
and the 
case 
m Ot., 


ACL bottles ) 
ther | lf shed 
« PARKW AY BOT! 
CO Phila., Pa.—7.-1. 
SALE.— 12-0z ACL 
and packed in paper « $ per 
b St. Paul, Minn PEPSLCOL A BOTT 
340 University Ave., St. Paul, Minn.—7.-1 
FOR SALE 
used less 
half of 
328. 


FOR SALE. 
used a few 
guaranteed, 


Reet y bottles ; 


ROR 


Cox ler, 5 hp, 
riced almost 
R., BOX 


( arbo 
like new, 
delivery 


Mojonnier 
than 6 months, 
new, immediate 
6.-2 

-Burns automatic Model G. filler, 
years only, factory reconditioned, 


complete F. S., BOX 329.—46.-2 
FOR SALE. Several 


emerald green color 
a beautiful package.- 
NC., Akron 6, Ohio 


hundred gross 6-oz 
applied bottles; they make 

GOLDEN AGE BEV. CO., 
4. -tf 


FOR SALE.—No. 1 Unit Miller Washer 140 per 
min. Ser. No. 3004, installed 1-24-38; Liquid 40- 
spout Mod. F Ser. No. 1975, installed 6-11-26; 
crowner 8-head rotary mixer Kendall Ser. No. K- 
16-149, installed 3-17- 48; Liquid 1,000-gal. per hr. 
carbonator Ser. No no te equip- 
ment; including wy conveyor, $4,0¢ No. 
Unit Miller Washer 140 per min., Ser. Mio 3002 
installed 1-10-38, Liquid 40-spout Model F Ser. 
No. 2207, installed 1-31-31; crowner 8-head rotary 
Mod. D’ Ser. No. 538, installed 9/37, Kendall 
Mixer 16 head, Ser. No. K-16-151, installed 3-17-48; 
Liquid 1,000-gal. carbonator, no refrigeration equip 
ment, $4,000; No. 3 Unit Miller Washer 140 per 
min. Ser. No. 3001 installed 2-15-37, Liquid 40- 
spout Mod. F Ser. No. 2467, installed 5-10-37, 
crowner 8 head rotary Mod. D Ser. No. 483, in- 
stalled 5-37, Kendall Mixer 16-head, installed 3/48, 

500-gal per hr. carbonator Ser. No 

Unit No. 3 has been completely over- 

_— by factory engineers; $12,500; these can be 

come as whole or separate units.—COCA-COLA 
BO WKS., Nashville, Tenn.—3.-tf. 


FOR SALE.—24-spout Red Diamond filler 
crowner; 8-wide Meyer soaker 
Liquid Lifetime carbonator; O & J automatic 
labeler; 10 hp cooling unit; all machines perfect ; 
will sell as one unit or individually E. G., BOX 
289,—4. -tf 


FOR SALE.—Dixie “F” one-man unit, new in 
1947; Liquid Universal automatic washer; 250 
gph Cem saturator; 5 hp General Electric instan 
taneous water cooler; 2 100-gal. stainless tanks; 
10 disc sirup filter, new; all or part of it at a 
very low price.—-E. H., BOX 290.—4 


FOR SALE.—Crowns; new; 12c per 
200 gross lots; send check with order gra 
ginger beer, cherry cola, ginger ale.—S/ ANDANL 
BEVGS., 2412 E First St , Austin, Tex.- 


— SALE.—120 case D&L ggoneg! | 
it is s good as new machine 
BEVGS., 2412 E. First St., Austin, 


FOR SALE.—-30 American selective vending ma- 
chines, model 124, in perfect shape; no reasonable 
offer refused im any quantities —-PEPSI-COLA 
MET. BOTT. CO, INC., 2402 Oakville St 
Alexandria, Va.——6.-2 


and 
500 g-.p.h. 


gross; 


eons new; 
NDAHL 


ST ex §..2 


FOR SALE.—12-spout Liquid Red Diamond 
filler Serial No. 2024 with variable speed drive; 
40-spout Cem filler; 24-spout Cem filler; 40-spout 
low-pressure filler; also miscellaneous equipment 

FIRSTENBERG BOTTLERS’ EQU IPMENT 
CO., INC., 303 Powell St., Brooklyn 12, N. Y 
4.-tf 


FOR SALE.—6 Crown Cork ~e 
ameter rotary accumulating tables 
Master gearhead motors; perfect condition; prices 
reasonable; 70’ of solid roller ball bearing con 
veyor, never used, at about half the price; 16-head 
Cem bottle mixer, perfect.—E. I BOX 288 
4.-tf 


Seal 36” di- 
omplete with 


Star iquid equipment; 2 new 

xing tanks with bottom 
T new 4-disc sirup filter with motor; 

KMD f.< b. Brooklyn, New York; "phone 

Ss GOLDM AN, 2064 E. &th 
ew rk 6.-3 


FOR SALE 


steel 


~ WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED Late Model Cem 28 


and condition in first 


TO BUY 
wante give ] T Pr 


letter 8 
WANTED TO ty ¢ 


any quantity 


IMPERIAL 
N. ¥ 


ester 6 


HEN 
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EXTRA SPECIAL!! SACRIFICE PRICE!! 
90,000 heavy fibre cartons (printed) containing 24/7 
oz. amber export shape botites. These only in use 
short time. Make excellent package for root beer, 
cola, or grape drink. Could use as one-trip, no- 
deposit package. 

1. BASKOWITZ BOTTLE CO., INC. 
1301 Grand St. Brooklyn 6, N. Y. 





FOR SALE 


peg Shell Steel Quarters. 
500—Lee Steel Half Barrels, 1947 & 1948's. 
15000—Wooden Export Cases, paper ———- 
5000—Wooden Quart peper partit 
3000—Aluminum Half Barrels. 
——n Labeler, 8 Wide. 
jew Stainless Steel Sto 
my Tanks 100 Gal. Cap., 
on shell. 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pa. 


e Tanks 


and Mix- 
1" die., 36°" 


High 








FOR SALE 


FOR Laoag) Bev P ix pom, net pons ned 
type er ‘w colls a expans' 

alves $175.00, F. on B. ios iso flat coolers, 

rand new, wet 4 d P ey d g unit 


$185.00, F.0.8 
PLIANCE CO., INC. 





INTERSTATE 
600 Broadway, New York, N. Y. 








CONSULTANT 
Preparation and Production of Carbonated Beverages 
Leading U.S. A. and Foreign Manufacturers 


erved. 
DR. FREDERICK H. POLLACK 


Lorree Laboratories 
8-28 Asteria Boutevard 








ESS STEEL TANKS with side entering agitators: 

8- 100 gal; 3- 150 gal; 2 - 500 gal; 

STAINLESS STEEL TANKS, open top, tor storage 
60 tanks from 30 gal. to 6700 gal. 

Meyer & Liquid Washers—8 wide, 3 comp 


over 


splits to quarts. 


PERRY EQUIPMENT CORP. 
1519 W. Thompson St. Phila. 21, Pa. 








FOR SALE 


1 car 7-oz. tall sodas 2 dozen low cases, 50 cents 
per case. 

1 cor 12-02. Emerald Green eo — Bottles. 

1 car Amber piain 7-oz. splits, a 

2 cars 24-oz. flint plain botties, ‘peck 1 dozen paper 


cartons 
120 Shoueend 63MM white tin lug finish caps. 
50 thousand 66MM white tin lug finish caps. 


R. PELTZMAN BOTTLE CO. 
1721 Holmes St. Kensas City 8, Mo. 








FOR SALE 


Large lot, 24 oz. flint and emerald green plain 
soda botties. Packed in one-dozen cartons. 


M. JACOBS & SONS 


2903 Beaubien St. Detroit, Mich. 





| 
I 
La 
| tre 


Long Island City, N.Y. | 


WANTED TO BUY. — Infilco JBAS - water 
treatment equipment; capacity 200-600 gph.— 
> O. Box 1253, Cleveland 3, Ohio.—7.- 


WANTED TO BUY. —Mixer; prefer Cem 12- 
head or Liquid 15-head mixer; would like to have 
attachments for 7-32 oz. bottles, if possible; what 
is the age and serial number and condition of your 
equipment, and how much will you ask for it fob 
truc G. E., BOX 343.—7.-2 


WANTED TO BUY.—Will pay cash for ‘wel, 

complete small bottling unit capable of 5O cases 
te hour, or will buy each unit separately; equip- 
ment must be in good condition. —-MAPLE PROD- 
UCTS CO., 4653 Lawrence Ave., Chicago, IIL— 
7-2 

WANTED TO BUY.—Infileo, JBAS Water 
pio eating Equipment ; cap. up to 600 gpk —POST 
OFFICE BOX 1253, Cleveland 3, Oh 





HELP WANTED 


Helpers, Practical Bottlers, Salesmen 


Foremen 





HELP WANTED.—Salesmen; new progressive 
flavor house wants ——. all but New 
England states ; LAST opscialt: , ers seed © Ne. 
ferrin. —ATLANTIC EXTR 0., 

134 Fulton St., Boston 13, het Ss. Mt 

HELP WANTED. —Superintendent wanted for 
large Southern plant; must know production; 
cleanliness and sanitation of utmost Eapertence: 
must know how to handle personnel and produce 
a quality product.—E. A., BOX 285.—4.-1 


HELP WANTED.—Here’s : 
for you salesmen now calling 
fountains and sirup manutacturers tr 
well-known ympany manutacturng 
line of and extracts; 
time line; products also 
and oth items fo 
and industries ; libera 
lishee 1 territe 

ines represent od 
BOX 568, this office 


HELP WANTED.- 
enced manager 
ding ales of 


xd opportunity 
bottlers, 
represent a 
established 
handled full 
include flavors 
lairy, ice cream 
estab 


soda 


can be 


care 


-Young, aggressive, experi 
capable of supervising and 
expat nationally known franc 

roducts New York Metropolitan area; 
write in complete detail with reference to age, ex- 
perience, sell ords, ete all correspondence 
strictest confidence; our or 


will be held in 
ganization this ad.—G, J BOX 348 
re | 


sales 


knows ot 


‘ 


HELP WANTED now 
bottling trade to handle in addition 
line of chemical cleaners, conveyo 
tizers; give complete details in 

2 


BOX 337.—7 


Salesmen calling on 
quick moving 
r lubricants, 
first letter.—F 


sani 


HELP WANTED.—- Bottling 
must be experienced on Li 
and Dumore washer; must be able to 
must be able to intain e 
; permanent 
DR. PEPPE R. 
Louisville, Ky 


superintendent ; 
quid. low-pres 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 





WORK WAN TED. 
age 20, desire positi ot 
manager of progres 
5 years’ experience 
of successful plant; 

ground up includ 
G. B., BOX 


tiard working t 
f general 
ive Beat 

as general 


beverage 


WORK WANTED.— In 
lant by man with 20 years 
all makes of equipment, capable 
uilding equipment from bottom 
a uniform quality product 
w and get along with peoy 


over 








MISCELLANEOUS 


MISCELLANEOUS. 
nated ever 

r xT t 

mogenc 


SERETEAN, 5 


National Bottlers’ Gazette 





have you ever seen 


a super-salesman? 





This super-salesman is a taste-bud. Every tongue in 

the country has its quota. Bottlers can have 

billions of these super-salesmen working for them 

all over the country. Just make them perk up 

and say “Good” and you'll have a sale every time. 
ia Other Pfizer Products 

Fine flavors make taste-buds murmur “Delicious.” for the Bottler 

But even the finest flavors are enhanced by a 

quality acidulant. Use Pfizer Citric Acid in your Caffeine Alkaloid U.S.P 

beverages and you'll have these eager super-salesmen Hydrous or Aalydrews ; 

purring “Irresistible.” Sodium Citrate U.S.P. 

Pfizer Citric Acid is available in the U.S.P. grade Tartaric Acid U.S.P. 

and as Anhydrous Citric Acid. Use the water-light 

Anhydrous product — you get more acid and save on 

freight and handling charges. For details on how 

to convert to the Anhydrous product, write: Chas. 

Pfizer & Co., Inc., 630 Flushing Avenue, Brooklyn 6, 

N. Y.; 425 North Michigan Avenue, Chicago 11, 

Ill.; 605 Third Street, San Francisco 7, Calif. 





@ priser 


Manufacturing Chemists fer Over 100 Years 




















